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C ontents Another Paint Section 


Trade Winds, by Llew S. Soule With this issue HARDWARE 


AGE presents another of the 
popular paint sections. The 
Why Shouldn t Hardware Retailers Start Their Own “Cash merchandising of paint may be 

and Carry” Store? by Saunders Norvell 


Forty-two Firms Represented in This Display 


greatly simplified by a regular 
Our New Store—and Why, by Edward Denecke 4. perusal of these departments. 
Everybody’s Business, by Floyd W. Parsons............. meet = sab = - nt 
and are being commented upon 

Show Card Writing for the Beginner, by Joseph Bertram as being among the most help- 
Jowitt .. ful articles appearing anywhere. 
Read Edward Denecke’s article, 
“Our New Store—and Why.” 
Durkee Photographs Are a Record of House Paint Sales. . There are many good pointers 


Cleveland Retailers Sponsor Unique Educational Program 


How Color Captured Kansas City for those who may be con- 


templating a change of location 
Six Reasons Why This Is a Good Paint Window f or alterations to their present 


Educational Display Established Name of Product premises. 


Many Hardware Items in Paint-up, Clean-up Campaign... 
What They Say About Us 
Am very much " satisfied zeth your 
Current News of the Trade..... f paper. 

(Signed) WaAtteR FENWICK, 
General Market Information Nisan Fells: Cole. 


Hot Off the Nail Keg : 


Most of our hardware salesmen 


Henry Brown Needs No Defense, by R. J. Atkinson 





receive the HARDWARE AGE and get 
a great deal of good from your pub- 


Branch Office Representatives of Hardware Age pitt 
ication, 


EDITORIAL 


CuHicaco: D. M. ANDREWS Cn: BURNHAM FINNEY Yours very truly, 
1507 Otis Bidg. 408 Union Central Bldg. CO a ee ‘ ; ; 
PHILADELPHIA: JAMES M. RosE Boston: GERARD FRAZAR THe CANTON HARDWARE COMPANY, 
1402 Widener Bldg. 425 Park Sq. Bldg. se ‘ > EK BRoor 
PITTsBuRGH: G. F. TrGaNn MINNEAPOLIS: F. 8S. Smitu (Signe d) B. I - Boot wad 
1002 Park Bldg. 4216 Bryant Ave. S. Canton, Ohno. 
CLEVELAND: F. L. PRENTISS WASHINGTON: L. W. Morrert 
1362 Hanna Bldg. 536 Investment Bldg. cable 


ADVERTISING 


“y check ‘ov me ‘ear § b 

CHicaco: R. R. CRoNKHITE PHILADELPHIA: Haro.tp G. BLopGcrettT 3 attac h check for one yea is 
1507 Otis Bldg. 1402 Widener Bldg. scription for HARDWARE AGE. Vay 
CLEVELAND: WILL J. FEDDERY New York: P. J. Coscrave : ; ; 
1362 Hanna Bldg. 239 W. 39th St. you continue to function and grow. 


OSTON: CHAUNCEY F. ENGLI , ; ‘ 
0425 Park Sq. Bldg. ” Norvell piece every week is worth 





Suneraarrion Price—United States, its pecteaiions. Connie, rege ggg bw America, this or more. 

outh America, Spain, and its colonies. year, -00; ears, $4.00. Foreign coun- ~e ane 5 = _ 

tries, not taking Temaiibte rates, 1 year, $6.00. Single cosiee, 25c. each. Subscription (S igned) Doucias METCALFE, 

remittance should be made by Check, Post Office Money Order, Express Money Order Mount Dora, Fla. 

or Bank Draft, payable to Harpwake AGE, New York. . 
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pages, but instead you see 





Displays grouped like catalog 


the actual goods 

















A general 
view of our 
wheeled 
goods display. 
The largest 
of its kind in 
the world. 








A score of valuable ideas for 
you here! 













A Profitable Combination 
of Business and Pleasure 


district is close by. Good, reasonable 
hotels abound in the neighborhood. 


A smooth ribbon of road stretches 
right from your door to the hospitable 
entrance of Hibbards, here in Chicago. 
During August, while business with 
you is dull, load your family into the 
car and drive to this great business and 
amusement center, for a few days or a 
week. 


Recharge your mental batteries with a 
change of scene, a bit of fun and a day 
or so profitably invested here at “Hard- 
ware Headquarters.” 


Make our fine new building your base 
of action while you are here. The ob- 
servation towers of the Wrigley Build- 
ing and Tribune Tower—interesting 
places from which to see the city— 
both adjoin our building. We are right 
on the Chicago River, from which, 
daily, the Lake Michigan excursion 
boats leave. The shopping and theatre 


211 EAST 


And part of the time, while your wife 
and the children are enjoying Chi- 
cago’s bathing beaches, parks and 
museums, you can be getting a fresh 
fund of merchandising ideas here at 
our building—your building! 


Talk to our buyers and department 
heads. Roam through our huge sample 
room and inspect all the attractive new 
goods displayed there. Visit the model 
store and jot down the fresh ideas you 
get. Have our Dealers Service Bureau 
discuss with you practical ways for in- 
creasing your retail sales this coming 


Fall. 


By all means visit Chicago—and us— 
this Summer. It will prove a good in- 
vestment—for you, for your family, 
for your business. Come along— 
you've earned a vacation! 


WATER ST. 


Set SAS GS 


_ IBBARD,SPENCER.RARTLETT&©. - | 





Entrance to our model store. 
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By Liew S.SOULE 


Chain Store Competition 
The Overhead Handicap 


ROFITS in retail merchandising are definitely 

tied up with expense. No matter how wide a 

merchant’s margins are, or how great his volume 
of sales, if the expenses incident to his business are 
too high, he cannot make a profit. 


Most independent retail merchants are inclined to 
think that chain store success is due mainly to the 
ability of the chain executives to buy at extremely low 
prices. They fail to realize that a large part of the 
chain store’s profit is derived from the keeping of ex- 
penses at a comparatively low level. 


If the average independent hardware merchant could 
keep his overhead at chain store levels, he could afford 
to sell his competitive merchandise at lower prices 
and still make a profit. 


Just how does the chain store keep its overhead ex- 
penses down? Wherein do its methods differ from 
those of the independent merchant? Is there any- 
thing secret or mysterious in the way it operates? 


No—there is nothing mysterious about it. Chain 
store overhead comes from the same sources as does 
your overhead. The differences come in the way in 
which the problem of overhead is attacked. 


To begin with, chain stores carry only such mer- 
chandise as sells on a fairly rapid basis. Slow sellers 
are rapidly weeded out of stock, and never get back. 
In other words, their first step in keeping down over- 
head is that of careful, intelligent selection of mer- 
chandise. 


Chain stores do not allow their merchandise to 
compete with itself. They systematically avoid dupli- 
cations. Instead they choose one profitable item for 
each particular purpose, and sell that item. If you 
doubt this fact, make a careful examination of the 
hardware items displayed by the chain stores of your 
own town. See how many duplications you can find. 
Then make the same kind of an examination of your 
own stock. 


Chain stores have discovered that it costs money to 
carry goods in stock; that overhead is increased when 
sales are divided between several items having the 
same purpose; that slow moving goods tend to offset 
the profits on fast moving merchandise; that a low 
purchase cost means nothing unless the goods can be 
sold within a reasonable period. 


The average independent retail merchant spends too 
much time on the price angle of his buying, and too 
little time on the proper selection of his stock. As a 
result approximately two-fifths of the average inde- 
pendent hardware stock is Dead Stock from the time 
it is purchased. By dead stock we mean stock which 
will not sell within a sufficient period of time to pay 
its original cost, plus carrying charges and overhead. 


Much of this dead stock is due to over-buying of 
odd sizes and to duplications of items. The balance 
is due to poor selection of goods; to the buying of 
items which do not sell readily in the merchant’s 
trade territory. A fair proportion of these items 
would sell if the independent merchant would put his 
selling effort behind them, but the fact remains that 
they do not sell within the profit time limit. 


Now don’t get the idea that we are advocating hand- 
to-mouth buying and inadequate stocks. We are not. 
We are merely advocating proper selection of goods 
and the weeding out of dead stocks. In addition we 
are advocating an increase in the number of items 
which can be sold profitably and at a fairly rapid 
rate. We are also advocating stocks of such items 
large enough to insure against outs. 


Chain stores make money by carrying variety with- 
out duplication. They actually cut their overhead by 
always having in stock the goods their customers want, 
because it costs money to spend valuable time ex- 
plaining to customers why the goods they want are 
not in stock. Also it costs money to lose customers 
who are driven away from a store by frequent outs. 


We haven’t touched on the point of how the chain 
store cuts its overhead by employing cheap help, be- 
cause we do not believe such a step is good economy 
in a hardware store. If the independent hardware 
merchant carried only cheap competitive merchan- 
dise, it would be a different matter. But—approxi- 
mately 90 per cent of his stock is merchandise which 
requires knowledge and salesmanship to merchandise. 


He should cut his sales overhead not by employing 
cheap help, but by educating reasonably paid, intelli- 
gent employees to a point where they can more than 
earn their salaries. 


No, it isn’t altogether a matter of low buying costs. 
With present overhead conditions, even though buying 
costs were the same, the average independent mer- 
chant would still carry a handicap. 
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' : 
Waite Hardware Co., Worcester, 5 lo 
. ° C 
Mass., devotes five display windows So 
and large advertising space to calling | 
attention to local manufactured |} 
products. pe 
x S¢ 
OR ten days a most interesting and instructive dis- FF “ 
play of hardware and kindred items was shown in fF 
the five front show windows of the Wait Hardware FF 
Co., 185 Front Street, Worcester, Mass. It was a “Made FF “ 
In Worcester Display,’ comprised of the products from we 
torty-two Worcester plants. The company, believing it FR 25 
a civic duty to support local manufacturers and work- FF P 
men, whenever practicable asked the cooperation of these 6 
plants to further the success of the plan. Handsome 
display boards and assorted sets were sent to the Waite e 
Co., who arranged and sponsored the display. The re- : 
sults from this unusual method of displaying merchan- . 
dise exceeded any previous attempt. The good will Mo 
created was and will-be of the greatest value to the com- 


pany in years to come. It was in one sense a Civic euter- 
prise, for from the time the merchandise was put on 
display until it was taken out, a frequent comment heard 
in the crowds outside the windows was, “I did not know 
that ——- was made in Worcester.” 

The company received letters of commendation from 
all the manufacturers represented, from members of the 
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Represented in this 


local government, from officials of the Worcester 
Chamber of Commerce and from many prominent 


people. 
An interesting sidelight in connection with the display 


was a letter received from the president of one of [# 


ALL WORCESTERDISPLAY 


Worcester’s large educational institutions. He had 
evidently given the windows close scrutiny, for after 
some pleasant remarks about the variety of local prod- 
ucts displayed, he closed his letter with an order for a 
“lawn mower, like the one shown in the window.” 

Generous newspaper advertising space was used an- 
nouncing the “Made In Worcester Display,” calling at- 
tention to the windows and listing the manufacturers 
who were represented. 

In writing about the all Worcester display, A. A. 
Parker, vice-president of the Waite Hardware Co., says: 
“We feel that from a civic standpoint the dispiay was 
well worth while and that from a purely material stand- 
point we gained added good will from the manufac- 
turers and their employees. We are just as certain that 
the deep interest shown by the general public was 
equally valuable to us and will have a lasting effect.” 


A greatly reduced reproduction of the 

Waite Hardware Co.’s advertisement 

in which the Worcester manufacturers 

whose products were displayed were 
enumerated. 





“Ut I's Made In Woe es 


. orcester, It Is Made Well” 
he Waite Hardware Compan 
Invites You To Inspect Its , 


“Me | 
ade In W, 
edn Worcester Display” 
uate Our Entive Front 
E Xclusively a =e anne 
ucts” 
. Mad a bg Company believes 
"The products of the 
store are now displayed 
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Why Shouldn’t Hardware Retailers Start 
Their Own “Cash and Carry” Store? 


By Saunders Norvell 


T is pretty hot today in this editorial office—which 
isn't an editorial office. The only consolation is in 
the fact that it is hot all over Europe. According 

to the papers, over there they are just sizzling, and in 
Budapest last week it was 122 degrees in the sun. This 
reminds me of 1912—one of the hottest years on record. 
That year I went down the beautiful Blue Danube by 
steamer from Vienna to Budapest. In the first place, the 
beautiful Blue Danube wasn’t blue—it was chocolate 
color. In the next place, that year they had a severe 
drought all over Europe and the Blue Danube was so 
low. in some parts that steamship traffic was stopped. 
There was an orchestra on our boat and as evening ap- 
proached, I became sentimental. Through an inter- 
preter, I asked them to play Strauss’ immortal waltz— 
“The Beautiful Blue Danube’”—the Hungarian orches- 
tra had never heard of it! 

On this trip I remember our table in the dining room 
on the steamer was in a sort of alcove. My family sat 
down on one side of the table, while a Russian and his 
family sat on the other side. The Russian and I sat 
facing each other in the outside seats. The waiter start- 
ed by passing the food to me first. With a view of being 
polite and giving this Russian a good idea of American 
manners, I bowed and handed him the dish of goulash. 
He bowed in turn and passed it down to his family, and 
by the time it crossed the table at the other end of the 
line there wasn’t any goulash left. My family passed 
the empty dish back to me! The next dish that came 
was also passed to me. I bowed smilingly to my Russian 
friend and then passed this dish down our side of the 
table. 

Russians of the upper classes may have charming 
manners, but my experience with the Russian proletariat 
is that their manners, like their haircuts, leave quite a lot 
to be desired. 

The scenery down the beautiful Blue Danube wasn’t 
so remarkable. The principal product of the country 
seemed to be geese. On both sides of the river there 
were flocks and flocks of geese tended by boys and girls. 
It was evidently a very primitive country. A common 
sight was a long string of boats anchored in the river. 
These boats were mills—they ground the grain by the 
current turning the paddle wheels of the boat. Poor 
Vienna! The League of Nations took away just about 
all its territory and assigned it to other countries—so 
the gay and beautiful City of Vienna was left without 
any visible means of support. 

These reflections are simply a result of the warm 
weather; 1928 is the hottest summer in Austria and 
Hungary since 1912—when I was there. 

te oe 


Speaking of hot weather reminds me of women’s 
dress—because these days there seems to be so little of 
it. When there is a slight breeze in New York around 
the street corners on a warm day, the Greeks and their 
sculpture have nothing on us! What wonderful statue 
was that of the Greeks where a sculptor simply threw 
a sheet around a young and beautiful girl, then wet the 


sheet and carved her in stone just as her outline ap- 
peared through the sheet? I remember the statue very 
well indeed, but I have forgotten where I saw it and 
who did it! I suppose it must have been Pericles, and 
I presume I saw the statue in the Louvre, because most 
of the best Greek statuary was stolen from Italy either 
by the French or the English. 

In the National Gallery in England they have the 
Elgin Marbles—carried away from Greece by Lord EI- 
gin. Notwithstanding the political amenities between 
Greece and England, the Elgin Marbles have never been 
returned. The celebrated Bronze Horses, just over the 
entrance of St. Marks, have been carried away by vic- 
torious armies several times. Napoleon boxed up these 
horses once and shipped them to Paris. But afterwards 
when matters were straightened out between the coun- 
tries, the Bronze Horses were returned to their original 
perch—over the front door of St. Marks. 

oss 


How my mind does wander on this hot day—from 
ladies’ clothing to ancient Greece and now back to New 
York! 

In a recent article I made a bald statement that the 
business on shears was falling off because women were 
buying their clothes ready made. Now one of these 
fellows who knows a whole lot, has written me a great 
deal that seems to prove I was all wrong and that women 
are making more of their own clothes than ever, and 
at the same time they are buying dresses ready-made. 
The only difference is that now instead of having one 
week-day dress and one Sunday dress, they have a lot of 
dresses—some bought ready-made and some made at 
home. There must be something to this too, because I 
remember walking on Fifth Avenue with a charming 
lady, and she stopped me and said, “Wait! Here is a 
design in this window that is very attractive!” It was 
a woman’s dress on a wax model. I stopped and she 
gazed long and steadfastly at that design; she even 
took out some blank paper from her pocketbook and 
made pencil notes on it. She then confessed to me that 
she proposed making a dress just like that! 

Now this correspondent gives me some very interest- 
ing information about women’s clothing, and since I 
am informed that a good many debutantes, sub-eds, and 
others read my articles, I am going to reproduce this 
letter forthwith. I am sure it will be interesting not 
only to the Oriental flappers, but also to some hardware 
men who are interested in the sale of shears. So here 
is the letter: 

“Dear Mr. Norvell: 

“IT have collected some information for you about 
the sale of dress patterns which indicates clearly that 
women are making more clothes at home today than 
ever before. This does not mean that women do not 
buy more ready-to-wear garments. They do, but for 
every dress that they used to have, they now have 
three or four. ' 

“The largest distributors of patterns are McCall's, 
Pictorial Review, Butterick and Vogue. None of these 
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companies will give out actual figures of sales, but 
they estimate that the total sales of the four companies 
are in excess of one hundred million annually. 

“McCall’s reports that from 1920 to 1927 their 
sales of patterns have increased 112 per cent. 

“Pictorial Review reports increasing business, but 
will give no figures. They say that the present ten- 
dency away from straight lines, popular in the last 
few years, is stimulating business in patterns, because 
it is difficult to cut out the more elaborate dresses be- 
ing worn now. 

“Vogue reports an increase of 82 per cent in 1924 
over 1923, 63 per cent in 1925 over 1924, 1926 about 
equal to 1925, in 1927 a 30 per cent increase over 
1926, in 1928, the first five months, an increase of 
28 per cent over the corresponding months in 1927. 

“The Peerless Fashion Service sells about seven 
millions patterns annually. 

“Needlecraft is a publication with over one million 
circulation devoted entirely to needlework. It is the 
only woman’s publication carrying no fiction with any- 
thing like this much circulation. They have no dis- 
tributors as do the larger pattern houses, but they 
sold 208,238 patterns by mail to their readers in 1927. 
They write: 

“In checking up our pattern service a few days 
ago, I found that our sales of dress patterns for the 
first five months of 1927 increased 43 per cent over 
the first five months of 1926 and that the first five 
months of 1928 increased 26 per cent over 1927. This 
certainly shows a renewed interest in dressmaking, 
and I pass it along for what it may be worth. 

“*You will note please, that the increase of 1928 
over 1926 is 69 per cent, which shows an unmistakable 
upward trend of home sewing.’ 

The following is quoted from a letter from Vogue: 

““From our observation, the: increase in Vogue 
pattern sales during the past two years has been de- 
veloped from the class of women no longer satisfied 
with moderate priced ready-to-wear, with its lack of 
individuality. This class of women is buying better 
grades of yarn goods and styling their materials from 
Vogue patterns. This impression is confirmed by the 
information we get from our distributors that cheaper 
lines of yard goods are in decreasing demand, while 
the demand for better grades is increasing.’ 

“There is a tremendous interest in home dress- 
making and general sewing at the present time. This 
interest is fostered by women’s publications having a 
combined circulation of 17,149,801 ; by various schools 
such as the Woman’s Institute run by the Interna- 
tional Correspondence School, in which over a quar- 
ter of a million. women are enrolled; and by the 
dressmaking schools conducted by many department 
stores, which are crowded during the winter months.” 

Very truly yours, 
E. I, LEBEAUME. 


* * * 


Well, well! After that straight-from-the-shoulder in- 
formation, I am convinced there should be a large and 
Increasing sale of scissors and shears, And my next 
guess is that the department stores are getting a large 
part of this shear and scissor business. What can the 
retail hardware dealer do to get this shear business back 
into his store? The whole trouble is that women, as a 
tule, do not visit retail hardware stores as they do de- 
partment stores. Therefore, the first problem is how 
to get the women into your store. 

In thinking about this problem, as I smoke and rock 


on my summer porch, it does seem to me when there 
are five or six regular retail hardware stores in a town 
that these stores should get together, hold a meeting and 
then start another store in their town in a good location 
with the end in view of getting the women’s business. 
It might be advertised as “The Women’s Retail Hard- 
ware Store.” This store would not carry nails, barbed 
wire or sheet metal or tin plate or plumbing supplies, 
or a lot of this other stuff that is not interesting to 
women, but it would carry shears, scissors, kitchen cut- 
lery, pocket knives, tinware, house furnishing goods, and 
all the little odds and ends that women buy. This store 
should be got up and arranged on chain store lines— 
open counters, plain selling prices. Nothing should be 
sold on time; nothing should be delivered. This store 
should be conducted on the Cash and Carry basis. 

I believe this suggestion is absolutely practical and 
will give the retail hardware stores the opportunity of 
competing with chain stores and variety stores on their 
own lines. The other day, I was talking to a retail hard- 
ware dealer, and he remarked that when they sold goods 
on time—when they carried accounts—when they de- 
livered goods—when they gave all this extra service, it 
was simply impossible to compete with chain stores on 
prices when they did not give this service. Of course 
it is impossible unless the goods are sold for cash without 
any deliveries. Then said I to this dealer, ““Why don’t 
you put up a sign in your store saying that you have 
a time and delivery price and a cash and carry price?” 
“No,” he said, “this would not do, because all the time 
customers who were perfectly good and had bought 
from me for many years would still wish to buy on that 
plan but at cash and carry prices, That suggestion,” 
said he, “isn’t sound or practical.””’ Then I said, “Why 
don’t you get together with the other retail hardware 
dealers in your town and start another store of your 
own—doing business on the Cash and Carry basis?” He 
did not see why this could not be done except that it 
would be difficult to come to an understanding with his 
competitors. “But,” I said, “that is the idea of the age— 
competitors in all lines are being forced to have an under- 
standing or THEY ARE BEING FORCED TO THE 
WALL!” “Why not just form a stock company, get 
a good manager, and let him run the business: The re- 
sults might surprise you. Besides that, if the various 
hardware stores had certain ggods or odd lots that they 
wanted to get rid of, they might persuade the manager 
of the new story to buy these goods from them at bar- 
gain prices and sell them at a low cash and carry price 
in his store.” This retail hardware man thought this 
idea might be worked out and said he would go home 
and try it. 

I even suggested that this idea might be the answer 
to the problem in competing with chain stores—even in 
small towns where there were only two hardware mer- 
chants. In other words, not only the hardware mer- 
chants, but the grocery merchants, might organize a new 
store with low-priced goods on a cash and carry basis. 
It would be interesting if the independent dealers in all 
lines in every city where chain stores are located would 
get together and develop this idea. With good judgment 
in selecting a manager, there is no reason why such 
stores should not succeed, just as well and better than 
chain stores. The whole, trouble seems to be that the 
independent stores carry accounts, make deliveries, and 
in giving all kinds of expensive service, are attempting 
to do these things and also meet the cash and carry 
prices of chain stores, and of course this is a very difh- 
cult thing to do. 
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The Part Played by Modern Display Equipment and Proper 
Store Arrangement Enabling a Maintenance of Profit in a 
Smaller Store with a Higher Rental. 

By EDWARD K. DENECKE 


Sales Manager, James & Hawkins, Inc., Jamaica, N. Y. 


UR problems are like those of many other large 
6) hardware stores occupying high priced Main 

Street locations. We had to plan the develop- 
ment of a store which would show a profit, with avail- 
able floor space somewhat smaller than our former 
store, and with a very high rental investment. We have 
the usual problem of training and maintaining efficient 
sales help at proper wages. 

Much has been written and said about the reducing 
of salary overhead by substituting women for men in 
hardware stores. This has been done in many chain sys- 
tems and in certain phases of independant retailing may 
also be possible and prac- 
tical. But the fact re- 
mains that the consumer 


EDITOR’S NOTE: Shortly after closing time last Thursday the HARDWARE 
AGE photographer and a member of the editorial staff were left alone in the 
new James & Hawkins store so that these pictures could be taken. 


quired to advise his customer when, how and why any 
given article may be used, how to keep it in service, etc. 

In other words the hardware business continues to be 
very largely a business of service and so we find that 
fewer but better informed salesmen make higher sales 
averages and will do more business than a larger group 
of men poorly paid, poorly trained and obviously less in- 
formed. 

To enable a small force of efficient salesmen to handle 
a large number of customers satisfactorily we have given 
special thought to the arrangement and equipment of our 
new store. Expert store engineers cooperated in the 
preliminary study and 
the final plans. 


in deme Our new store pro- 


demands and _ expects 
considerable authentic 
practical information 
from hardware - sales- 
men, when purchasing 
any one of the many 
thousand items carried 
regularly in stock. The 
hardware man is_ re- 


than an hour many people noting someone in the store hammered at the doors 
for admission. About eight men who were insistent were permitted to enter. 
To these the HARDWARE AGE Editor sold merchandise aggregating close to 
$20, and had no difficulty in locating the merchandise though it was his first 
visit to the new store. Three of the eight unexpected purchasers sold them- 
selyes second items from the open top tables. This is a strong recommendation 
for the modern arrangement of this establishment—the only difficulty en- 
countered being the making of change, as the cash register had been balanced 
and emptied. 


When Mr. Denecke returned to the store the editorial representative purchased 
six electric light lamps and the photographer spent $2.10 for miscellaneous 
small items shown on the tables he had photographed. 


vides what we believe 1s 
a maximum of simplicity 
in operation with a mini- 
mum of labor in selling 
and stock keeping. The 
old fashioned and costty 
idea of hunting for items 
has been practically 
eliminated. Kindred 
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articles have been grouped together and a definite place 
reserved for every line of goods in stock. Each single 
item has a marker indicating it’s location of display, 
stock quantity, over stock location, retail price, and its 
identification by name, size and number. This plan 
greatly reduces the possibility of misplacing merchan- 
dise received, 
and enables four 
men to do effi- 
ciently a volume 
of business 
which would 
otherwise occu- 
py the time of 
six, who work- 


ing under less 
modern  condi- 


tions would not 
likely be as effi- 
cient as the four 
now handling 
the job. 

When we sold 
our former 
building and 
sought new 
quarters our 
first thought 

yas the proper 
location based 
on a survey of 
the local situa- 
tion. Having 
found the loca- 





Close-up view of housefurnishings department in rear of James & Hawkins store is shown above. 


example, nails, rope, roofing papers, steel goods, picks, 
sledges, etc., are in our experience sold almost all the 
time to people who come to us specifically to obtain this 
type of merchandise. A white and yellow color scheme 
makes the basement attractive and we do not have any 
difficulty getting people down stairs for such goods. As 
much as possible 
we have dis- 
played __ related 
goods there also 
making it con- 
venient for peo- 
ple to do some 
shopping in that 
part of the store 
as well as on the 


main floor. 
Scientifically 
correct lighting 


adds to the effi- 
ciency of this 
part of the store 
as well as to the 
main floor and 
store windows. 
The basement 
arrangement 
leaves the entire 
first floor avail- 
able’ for shelf 
goods, seasonal 
merchandise and 
for many spe- 


Photo Clalties offering 


Note open display tables to the right for whisk brooms and such items in active demand. 
on opposite page was taken just inside front door of new store. Note row of special tables at the 


A . a Treaso c > 
right, and general assortment of small items on battery of tables in foreground 1 reasonable 


tion and an 





available store 

we figured out the alterations needed. Too often we 
are told hardware men seek suitable stores and neglect 
to properly consider the prime importance of a good 
location. 

The store we selected was about twenty-two feet wide 
and seventy-five feet deep, with an old style shallow 
front and a high ceilinged basement. By installing a 
staircase in the center of the store connecting the ground 
floor with the basement we were able to convert the lat- 
ter into an auxiliary sales floor, which is devoted en- 
tirely to bulky merchandise and such goods that fall 
into what might be termed “demand merchandise.” For 


margin of profit. 

The windows were deepened about ten feet and the 
vestibule enlarged to approximately ten by six feet, large 
enough to permit the public to circulate, observe the en- 
tire window displays and at the same time look easily 
into the store interior as low panel backs are used in 
both windows. 

The entire interior is equipped with sectional fixtures 
manufactured and installed by the Duluth Show Case 
Co., Duluth, Minn. These are finished in a light oak 
with green felt backgrounds on the walls. All of the 
open top tables have glass dividers and linoleum counter 
tops and ledges. (Continued on next page) 
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Case Co., Duluth, Minn., 


Working drawings showing store floor plan, store front and plan of wall cases, etc., all furnished by Duluth Show 
for James & Hawkins, Inc., new store at Jamaica, Long Island 














Center of new store showing stair- 
way to basement salesroom at the 
right. In the central background 
you see the open wall fixtures dis- . 
playing the tools. Cutlery case is 
to the left. General view of base- 
ment salesroom is shown at the 
bottom of the page to the left. 
Note steel goods, axes, jacks, ete. 


There are no glass fronts on 
the wall cases. Everything is dis- 
played in the open, readily seen 
and easily reached and removed 
for closer inspection. The only 
glass enclosure is one show case 
devoted to fine quality table cut- 
lery. 

Our experience has been that 
glass in front of merchandise 
cuts down the sales and (perhaps 
strange to say), collects and 
hides more dirt and dust than 
the open type fixture. With the 
latter any foreign matter is 
quickly seen and easily cleaned 
whereas in the inclosed type of 
fixture the dirt is hidden due to 
the reflection of the glass which 
also helps partially to hide the 
merchandise, setting up at the 
same time an unnecessary barrier between customer and 
merchandise for sale. 

Our new wall cases and tables were arranged to pro- 
vide the greatest possible display of merchandise and 
distribution of customers, a plan which promotes extra 
sales through display. Wrapping counters are located 
so that salesmen remain on the same side as the cus- 
tomer, providing no cause for people to congregate as 
they often do before a counter. 

Entering the front door, the first table presents, elec- 
tric light bulbs, electrical sundries and other merchan- 
dise in constant demand. The bulk of our housefurnish- 
ings are displayed in the rear of the store but a very 
neat display of colored enameled ware and fancy house- 








hold hardware is up front to catch the eye, and to bring 

home the fact that we feature household necessities. As 

we have a large number of women customers this ar- 

rangement is very good. They see the major part of our 
(Continued on page 49) 













Above is a close-up view of one 
tool section. Note slanting display 
of small items at base with back- 
ground devoted to larger tools. 
Stocks are kept in drawers, one of 
which is opened. Cards below each 
item identify tool, give price, stock’s 
location and minimum stock to be 
maintained. Last point enables 
salesmen to enter in want book any 
item which runs low at time of sale 
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Native Shoemaker’s Shop in Palestine 


justified talk about American prosperity. It 
has built up in us a most unpleasant ego and 
blinded our eyes to the fact that there will always be 
some cloudy days. Some of our people have been so 
puffed up by a little success that they strut sitting down. 

We need a flood of truth to wash away our vanity. 
More attention must be given to the glaring deficiencies 

now existing in practically every department of our 
social and business life. If we can build up confidence 
and optimism in the United States only by refusing to 
recognize our faults and failings, then we are children 
indeed. 

Some weeks ago millions of our people had reached 
the conclusion that the business of making money was 
merely a matter of purchasing stocks one week and sell- 
ing them at a higher price the next. Economists who 
advised caution were ridiculed. Wom- 
en with little business training filled 
brokers’ offices and surrounded the 
stock tickers. 

_Then the usual thing happened. 
The market broke badly and once 
again it was emphasized that the 
elusive dollar is still hard to capture. 
Not only the paper profits, but the 
hard-earned principal of a multitude 
of get-rich-quick speculators were 


| \ JE have had enough of this unnecessary and un- 





Swept away. 

It is not a hopeful sign when we 
find that the American public falls so 
easily for bunk. It proves that our 
educational methods are _ ineffective. 
What we are doing is cramming 
knowledge down the throats of un- 
willing students. Instead of making 
the individual think for himself 
along organized lines, we are merely 
funning memory classes in a lot of 
our schools and colleges. Illiteracy 
continues unabated. Benches in city 

parks are filled with men and women, 
young and old, out of employment 
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Making Bricks, Egypt 


Everybody’s 
Business 


By FLOYD W. PARSONS 


Let’s See the 
Other Side 





largely because of their utter ignorance. Help-wanted 
advertisements bring hundreds of applicants who have 
no grounding even in reading, spelling and arithmetic. 

We need to cut out a lot of the deadwood that goes 
to make up a long list of fancy educational courses. 
Without giving up the good things we have gained, we 
must try to restore the medieval thoroughness of the 
teachers of old. The child of yesterday was taught only 
a few things, but those he learned thoroughly. The 
subjects he did master represented the backbone of all 
knowledge, and the teaching methods employed at least 
developed in him the discipline of learning. Accumula- 
ting knowledege and utilizing it are two totally different 
things. 

The widely published statement that “Eighty-five meni 
out of every 100 in the United States at 65 are depen- 
dent,” is doubtless a rank exaggeration. But poverty 
still exists im our country to such a 
degree that there is a long waiting 
list at every one of the 75 institutions 
and social agencies in New York 
City that are given over entirely to 
the care of aged persons having no 
income or means of support. 

And still the word “success” means 
more to us than it does to the people 
of any other land. Some of our 
great skyscrapers were put up purely 
as advertisements. Interviews with 
our business leaders are filled with 
statements intended to glorify the 
“oo-getter” spirit. Even the Dible 
and the works of the Master are in- 
terpreted as a guide to commercial 
achievement. Many of our leading 
executives are so influenced by vanity 
that they actually disregard the ex- 
cessive cost of securing additional 
output in their determination to show 
a large expansion in volume every 
year. In the face of such a situation 
is it any wonder that we have a seri- 

(Continued on page 86) 
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HERE are many hardware stores paying a yearly 

rental of $6,000 and over. Naturally, each depart- 

ment is called upon to do its share in meeting this 
overhead expense. Rent, of course, to a certain extent is 
governed by location and business activity. An asset of 
great importance to every retail store are its show windows, 
the man who has charge of the window displays has a great 
responsibility and a real opportunity; his work to a certain 
degree reflects the policy and activity of the store. It is 
his duty to make every available square inch of the windows 
a paying investment by attractive displays of seasonable 
merchandise. The ever-increasing demand for show cards 
and price tickets clearly demonstrates the fact of their active 
silent salesmanship power. Show cards and price tickets 
have found their place even into the most exclusive shops. 
They not only tell the shopper what everyone wants to 
know, but have a direct and compelling power to draw a 
customer into the store. These simple instructions in the 
are of writing show cards are intended for the seriously 
minded hardware clerk’ who is willing to put in a little 
extra work after hours. 

Don't try to make a small size brush 
do everything; in spreading it out too 
far, the hairs are sure to part in the 
middle and make a split stroke. If the 
beginner will purchase just three differ- 
ent size brushes, say, one each: No. 6, 
12, and a %-inch flat, he will be able to 
do the general run of show-card letter- 
ing. 

At the present time there is a marked 
tendency towards the use of dark-col- 
ored cardboard. Such colors as light 
and dark brown, light and dark gray, 
also buff color, etc. The lettering should 
be done in warm colors to harmonize 
with the background of the card. 

For instance, on a dark tan card the 
lettering would look very well if done 
in light cream color. On a gray card, 
lettering looks best if done in white or 
very light blue. Black cardboard and 
white lettering is also very much in 
vogue. 

Dark colored cards are more service- 





how Car 
Writing 
for the 


Beginner 


By Joseph Bertram Jowitt 


Final Chapter on Modern 
Poster Alphabet 


able, economical and a complete change from white card- 
board. This is only suggested where a change in color 
scheme is desired. For, after all is said and done, there is 
nothing better than the old reliable white card with black 
lettering. 

The question of colors, their preparation and use has 
ever been a perplexing problem, even to some experienced 
show card writers. As a matter of fact, in these days there 
are so many prepared colors on the market, it hardly pays 
to bother with the mixing. 

The writer suggests buying these colors in the small two- 
ounce jars; the wide neck permits working right from the 
bottle, which should always be kept covered when not in use. 
The show card colors which are used with entire satisfac- 
tion are: “Willer’s Moist Colors,” “Bissell’s Satin-finish 
Black,” “Devoes’ show card colors,” “Carter's” and “David's 
Letterine.” 

The letter 


“O,” the key to all circular strokes, is made by 
applying very gentle and gradual pressure on the brush; the 
under part of the loop is reduced to a 
thinner proportion by very gradually 
releasing the pressure on brush and at 
the same time swinging it around. All 
this is done while the outside palm of 
the hand rests on the card or surface 
to be lettered. Letters for practice 
work should not be over two to three 
inches in height. The letter “S” in this 
poster type is probably the most pecu- 
liar looking, as it is practically made 
upside down. The letters V, W. X, Y 
and Z are known as the diagonal stroke 
letters. It is only necessary to rule but 
two horizontal guide lines in making 
the lower-case poster letters. There 1s 
no limit to the distance they may €X- 
tend above or below the guide line. 
The show cards illustrating this ar- 
ticle are one-half sheets measuring 14 x 
22; the stock is of light gray. the let- 
tering done in Carter’s white ink: shad- 
ing of letters in dull black. Use the 
(Continued on page 68) 


48 HARDWARE AGE for JULY 26, 1928 


sprang ct ch 















HARDWARE AGE for Ju L LY 26, 1928 


New Merchandising Plan Offered Trade 
By Chicago Hardware Jobber 


Plan Includes Special Advertising Material and Assortments of 
Competitive Grade Merchandise Selected to Meet Chain Store 
and Mail Order House Competition 


EW conditions in merchandis- 
N ing affect all branches of the 

trade. Manufacturers and 
jobbers are beginning to realize that 
the retailers’ fight is not merely a 
personal one but a situation which 
affects to a certain extent the entire 
present system of hardware distribu- 
tion. 

After a careful survey of the situ- 
ation, Hibbard, Spencer, Bartlett & 
Co., Chicago, IIl., have developed a 
plan designed to materially assist 
retail hardware dealers combat 
the competition of chain stores and 
mail order houses. The plan 
enables the dealer to feature, as 
leaders, a large assortment of mer- 
chandise not of a strictly competitive 
grade. Goods are not warranted and 
not subject to return, priced in as- 
sortment lots, with values as good or 
better than those offered by the chain 
store or mail order house. 





It is suggested that this merchan- 
dise be featured on open type display 
fixtures. To assist the dealer in ad- 
vertising these specials, this Chicago 
jobbing house has prepared illustrated 
advertisements, on each item, available 
in mat or cut form for use in local 
papers and circulars. The available 
merchandise assortments and adver- 
tising cuts are explained and _ illus- 
trated in a special folder being dis- 
tributed by the company which is also 
prepared to print at a nominal cost 
circulars for the dealer featuring the 
merchandise he may select. 

A careful study has been made of 
the merchandise and prices of hard- 
ware lines handled by chain and mail 
order organizations, and merchandise 
of comparable values has been ob- 
tained. Buying large quantities, ef- 
fecting economies in handling due to 
the assortment plan and using a very 
small mark-up basis, this cooperative 





plan has been made possible. The 
last two factors have also been prac- 


tised by the manufacturers supplying 


the merchandise. It is intended that 
the dealer buy full assortments, and 
orders are to include not less than a 
total of ten of the various assort- 
ments offered. With each shipment a 
supply of printed price cards and 
pennants for window decoration will 
be furnished. To avoid the cost of 
bookkeeping, cash is to accompany 
each order. 

C. J. Whipple, president Hibbard, 
Spencer, Bartlett & Co., is a very keen 
and much interested student of the 
hardware dealers’ present-day mer- 
chandising problems. He has given 
several instructive and_ stimulating 
talks before recent hardware con- 
ventions. It was under his active 
personal supervision that this plan 
was developed. 


Our New Store—and Why 


(Continued from page 46) 


store when they walk through to the household depart- 
ment in the rear. 

Hardware demands vary with the seasons and so no 
set display will give the proper emphasis to seasonable 
merchandise. We have six tables and a space in the 
center of the store reserved for the display of this group. 
These tables are changed frequently and if desirable 
moved about entirely to meet the needs as we find them. 
This is of course necessary for the bulky items such as 
ash cans, lawn mowers, etc. 

Nothing in our new store is more than forty inches 
high except the cash register and the managers desk. 
The latter in the rear of the store is so situated that 
the manager surveys the entire floor from this point. 
This restriction of height emphasizes the size of the 
store and makes theft of merchandise more difficult. 

To complete the displays we have every article sam- 
pled and visibly price marked. There are more than 
five thousand items identified with name and price in 
such a manner that the customer sells himself a second 
and third item. This feature is very good should the 
customer have to wait a short time, due to a rush on the 
sales staff. Often they sell themselves additional goods 
ina few moments while waiting to be served. With the 
open top displays and the open wall fixtures we note 


waiting customers are seldom impatient. They seem to 
enjoy the freedom of ‘“‘shopping’”—even the men. 

From a retail selling point of view the dealers big- 
gest problem is probably—that of getting more people 
into his store, for specific needs and just to look around. 
Until the hardware store is thoroughly modernized you 
can hardly expect people to consider it a likely “looking 
around” store. The open top fixtures solve this prob- 
lem very nicely. 

Our customers, and our sales staff have been very en- 
thusiastic about the new store. ‘Time is saved and goods 
are seen, quickly and easily sold. 

N. B.—Officers of James & Hawkins, Inc., are: Percy 
G. James, president ; A. S. Downs, vice-president; R. E. 
Monagle, treasurer; O. R. Monroe, Jr., secretary, and 
Edward K. Denecke, assistant treasurer. The company 
operates nine retail hardware stores on Long Island, New 
York. They are located at Jamaica, Rockville Center, 
Hempstead, Glen Cove, Bay Shore, Lawrence, Patch- 
ogue, Port Washington and Freeport. Each store has 
its manager, trucks and other individual equipment. The 
store managers meet at headquarters once a week to dis- 
cuss plans for the good of the company. They also 
present their own local problems and discuss these with 
the other managers and gain their cooperation. 
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Cleveland Retailers Sponsor Unique 
Educational Program 


Nationally Known Speakers Talk on Merchandising. 


Dover 


Manufacturing Company Conducts Practical Demonstration of 


Electrified Hardware. 


Over 1000 Merchants in Attendance. 


FEW weeks ago the Cleveland | Harpware AGE; Roy Soule, Editor, | he further advised him to use the 


Retail Hardware Association, 
under the leadership of its able 
president, Phil Wuertz, decided to 
hold another of its special meetings, 
including retailers from a radius of 
fifty or more miles from Cleveland. 
The subject of the meeting then 
came up for discussion, and it was 
decided to invite some manufacturer 








PHIL G. WUERTZ 











of quality merchandise, who dis- 
tributes through the regular channel 
—manufacturer to jobber to retailer 
to consumer—to give a demonstra- 
tion of his product. The demonstra- 
tion was to be of the constructive 
kind, not an advertisement of that 
manufacturer’s particular line, but de- 
signed to familiarize retailers with 
the merchandise they have for sale. 

The plan was broached to C. T. 
Johnson-Vea, president of the Dover 
Manufacturing Co., who agreed to 
put on the demonstration. His com- 
pany also invited the Cleveland Asso- 
ciation and its guests to a special 
banquet, to be given in conjunction 
with the meeting. 

The details were arranged, and it 
was further decided to invite as 





Hardware Dealers’ Magazine, and 
Frank Watts of Electrical Light and 
Power. 

Invitations were issued to hard- 
ware merchants and other retailers 
carrying electrical merchandise, and 
the date of the meeting was set for 
July 11 at the Hollenden Hotel, 
Cleveland. Invitations were also 
issued to officers of other State and 
local associations, many of whom 
were present at the meeting. 

The result exceeded all expecta- 
tions. Over a thousand dealers and 
guests accepted the invitation and 
were present when the meeting start- 
ed. Several entertainment features 
were offered during the banquet 
proper, after which President Wuertz 
called those assembled to order, and 
explained the aims and purposes of 
the meeting. 
that the demonstration part of the 
program was not for the purpose of 
advertising any particular products, 
and expressed the hope that other 
manufacturers would at future meet- 
ings, conduct similar educational 
demonstrations. 


He then introduced the first speak- | 


er, Llew S. Soule, Editor, HARDWARE 
Ace. Mr. Soule’s address was en- 
tirely along merchandising lines and 
dealt with the sale of quality goods. 
He stated that there are but two 
methods of merchandising open to the 
independent retailer; one is the sell- 
ing of price; the other is the selling 
of value, which hinges upon the han- 
dling of quality merchandise at prices 
which include service and reasonable 
profit. 

He then pointed out the fact that 
the independent hardware retailer 
has always made his profit on quality 
merchandise, rather than on cheap 
goods, and insisted that he always 
would make his profits from such 
goods, as his store is not geared to 
cheap sales. He advised the dealer 
to stock 
items, merely to show his ability to 


speakers, Llew S. Soule, Editor, | sell as cheaply as his competitors, but 


some cheap competitive | 
ance of knowledge in selling, and the 


He stressed the point | 


| cheap merchandise for comparative 
purposes only in order to sell goods 
of better quality. 

The second speaker was Roy Soule, 
| Editor, Hardware Dealers’ Maga- 
zine, who spoke on out door selling. 
This form of merchandising, he said, 
offered a wonderful opportunity to 
both the dealer and his clerks. He 











Cc. T. JOHNSON-VEA 











called attention to the fact that chain 
stores do not use this method of sell- 
ing, and that the field was not 
crowded. 





C. T. Vea was then called on for a 
few remarks, after which his son 


| Norman Vea took charge of the 





demonstration, which was conducted 
in an exceedingly able manner. The 
details of construction of the Dover 
Manufacturing Co.’s products were 
carefully explained and the dealers 
present received much practical in- 
formation concerning the making and 
selling of electrified hardware. 

The final speaker on the program 
was Frank Watts of Electrical Light 
and Power, who summarized the 
meeting, emphasizing the import- 


| pushing of quality goods. 
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Durkee Photographs Area Recor 
of House Paint Sales 


“Everybody Likes to Look at Photographs,” says A. C. Phillips 
of E. L. Durkee & Co., Gloversville, N. Y. 


NE picture is worth a thousand words,” says an 

old Chinese proverb. Remembering this legen- 

dary saying, E. L. Durkee & Co., 13 North Main 
Street, Gloversville, N. Y., saves hundreds of thousands 
of selling words through the use of photographs. 

For the past several years the Durkee Company has 
made a practice of photographing each house for which 
it sells the paint. A large and interesting collection of 
photos have been collected, all of which aid materially in 
lurthering the company’s paint sales. 

During the spring, usually early in May, these photo- 
graphs are placed on display, both in the store and in the 
window. This year’s window display is reproduced 
above. While this display did not bring about an imme- 
diate increase in paint sales, the company feels that it 
was beneficial and created more than ordinary interest 
in house painting and particularly in the Durkee stock. 

lhis window display was not difficult. Strips of com- 
position board were placed at the back and sides and 
recent photos in the Durkee collection were placed in 
place. A well lettered sign told the passersby that the 
Paint for the buildings had been bought at Durkee’s. 

[welve photos of Gloversville homes painted in 1900 


with paint supplied by the Durkee Company furnished 
an interesting border at the front of the display. Dealer 
helps, color cards, cans of paint and magazine advertise 
ments completed the window. 

A. C. Phillips, one of the owners of the Durkee Com 
pany, sums up this type of window display when he says : 
‘“Iverybody likes to look at photographs. They have 
a personal touch in a store window that the average pre- 
son cannot pass.” 

These photographs are not stored away after they have 
heen used in a window display, but are used to further 
paint sales. All photos are kept in an album and when a 
Durkee salesman is approached by a customer who is 
interested in having his house painted, out comes the 
hook and the customer is shown houses that have been 
painted in the color combination he has in mind. Many 
times a customer recognizes a neighbor’s home or a 
well-known Gloversville residence and receives further 
encouragement to make a purchase. 

Some photographs are used as a permanent display on 
the wall of the company’s office. Community interest is 
aroused by a window display of this character and the 
store gets prestige from the showing. 
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How Color Has Capture 


By LUCILE E. MCNAUGHTON 


* RED percolator! What shall I do with it!” ex- 
claimed a young Kansas City matron, as she stood 
smilingly holding aloft for the other guests to see, 

a red, red percolator she had just won as a bridge prize. 

















She reached home with the “what will I do with it?” still 
in her mind. 

She was just finishing the task of painting her kitchen 
and breakfast nook a deep ivory with a white trim. 
Without thinking, she put the percolator on her snowy 
white range and disposed of her wraps in another room. 
Then she returned, and as she looked at the percolator 
she involuntarily exclaimed, “That certainly is a cheer- 
ful color!” 

She went to the telephone and called the hardware 
store and ordered some mandarin red lacquer, and the 
next day she painted the drainboard and some other bits 
of the kitchen furnishings the color of the percolator. 
Then she bought new drapes—the white frilly sort with 
red dots. When these were hung, she found many arti- 
cles looked dingy. Some she painted and some she dis- 
carded and bought new. 

As a result of winning that percolator, she now has a 
kitchen that features a number of articles of the gay 
mandarin red, and she is pleased. “I hope I never win 


a blue prize,” she said, and then added, “unless I can tell 
where it comes from, so I can exchange it.” 


“Our women customers are certainly talking and 
thinking in terms of color,” said A. W. Williams, man- 
ager of a hardware store paint department. “We are 
meeting the situation with frequent demonstrations, 
showing them how to use paint and what are proper 
color combinations.” 

“Some very funny things happen in these demonstra- 
tions,” remarked a young woman who does the actual 
demonstrating. ‘‘We explain just how paint and _lac- 
quer must be used, but one woman came in the other day 
with a sad story of something that had gone wrong with 
the drainboard that she had attempted to paint with a 

















lovely cream lacquer. We found that she had bought 
lacquer and used it like paint, working so slowly that 
the drainboard was about as smooth as a washboard. 
Remover got it ready to paint again. 

“Today she is down here, and she is paying attention 
to the instructions. She is the most interested student 
we have had for a week. 

“She brought with her to work on a pair of little high- 
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ansas City 


heeled slippers belonging to her daughter, and the first 
question she asked was, ‘Will these dry so Dorothy can 
wear them tonight?’ Even the lesson of the fast-drying 

















drainboards did not stick, but she will eventually get’ the 
idea.” 


W. E. Stevens, a house-furnishing department man- 
ager, tells this as a characteristic conversation among his 
customers : 

“I don’t need this cannister set one bit,” remarked a 
shopper, “but I am using green in my kitchen to brighten 
it, and these four cans are just too pretty for words, and 
my color, too. I know what I will do. I will buy these 
and send the old ones to Mother. They are nearly new 
and she will be glad to have them, and I will then have 
the jade green. Send them out today, please.” 


There is no end to things Kansas City women want to 
paint. They are like the boy with colored chalk. He 
makes a hop scotch game on the sidewalk and then looks 
around for things to mark. The young woman demon- 
strator added these remarks: 

“Women paint their porch boxes, like the work and 
the result, then, brush in hand, they look about for more 
things to paint. Few of them have experience and not 
Many really know about color combinations. They are 
anxious to learn, however, and most of them realize 


Women customers are talking in terms of 

color. This store meeting the situation by 

showing them how to use paint and what 
are proper color schemes. 


What bad color combinations mean when it is too late. 

They ask the funniest questions. Few of them realize 
that color on enamelware, to stand heat, must be fired, 
so they paint their enamel pots and pans, and then ask 
why it bubbles off when they put them on the flame. 
They are good-natured about their mistakes, though. 

“Not all are poor workers, however. A school teacher 
dropped in here for a few lessons on Saturdays, then 
bought a breakfast-room set of unpainted furniture— 
six chairs and a drop-leaf table. She painted them 
alpine green and we showed her how to antique them 
with brown. The set looked so good that she hunted 
around the second-hand stores until she found a buffet 
to match the set and then worked this over. She has a 
really handsome dining-room set at small cost, to which 
was added the joy of accomplishment.” 


“IT am having quite a time introducing my favorite 
color into my home,” said a woman as she waited for a 














“Tam going to use these 
“They are so nice 


All the 


package of scarlet clothespins. 
clothespins as a prize,” she continued. 
to pin back curtains, instead of making drapes. 
women out our way are using them. 

“T like the gay colors so much, but I have a hard time 
convincing my husband that a pink alarm clock can keep 
good time, and as for my pink-handled curling iron and 

(Continued on page 84) 
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Six Reasons Why This Is a 
Good Paint Window _ 


SIDE from its novelty, there are a number of rea- 
sons why this paint display is superfine. Probably 
you can think of a few others but we offer our 

reasons below. 

1—It’s an all year round paint window. You can 
show it in the winter with the snow and sleet, with the 
patter of rain in spring or in the deg days of August. 

2—There’s color in this window. Color lends life to 
a display. All the little houses are painted attractively 
and those with the most vivid colors are placed in front 
so that they continually flash invitations to “STOP— 
LOOK—BUY!” Color in 4 show window is an excel- 
lent attention-attracter and in order to sell merchandise, 
you must first make people look at it. 

3—You don’t see too many paint cans. But you do 
see what the paint in the cans can do, because these 
twenty-four miniature homes were purchased in the 
wood and painted by this hardware dealer with the very 
paint he is window displaying. And people are more 
readily sold by seeing things done with paint than by 
cleverly written window placards, rows of paint cans. 
color charts or wordy advertisements. By looking at 
the color schemes on these models, a prospective pur- 
chaser can visualize his own home after it is painted, a 


mental picture he can never accurately acquire from sales 
talks or advertising copy, any more than you can tell 
how a suit will look on you by examining a swatch of 
the material. 

4—This window sells paint protection—a very impor- 
tant factor in paint selling. It stresses the service. that 
paint renders humanity as well as its value as a home 
beautifier. 

5—Minute attention to detail. Notice the autos, the 
painted doors on the houses, the shubbery, the brick 
foundations and the carefully lettered background. 
Attention to the little things is just as important in a 
show window as on the moving picture screen. The 
public delights in discovering errors, if only to satisfy 
its vanity for being intellectually alert, therefore, the 
more complete your window displays, the more positive 
your sales appeal. 

6—Psychology, properly treated, can be utilized in 
show windows as well as salesmanship and advertising. 
In this paint display, one of the strongest emotions— 
FEAR—helps to sell the product. ‘Protect homes 
against the elements” is the same kind of scare copy as 
“Protect your family against want. Insure your life 

(Continued on page 84) 
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Educational Display Established 
. Name of Product 


An Interesting Merchandising Experiment Tried with White 
: Lead as a Basis 


N the present trend toward more and better window 

displays built around the attractive and fast selling 

specialty items that are so desirable in hardware 
stores, Harry Londelius suggests that occasionally the 
merchant turn his thoughts to the fundamental items and 
give them an opportunity to prove themselves. 

Mr. Londelius of C. A. Londelius, two-store merchants 
in Chicago, recently tried this experiment and is more 
than gratified with the results. 

This experiment was worked out with a white lead 
window. In the Londelius stores, like many others prob- 
ably, white lead is one of the items that is stocked and 
sold without particular care or worry. Without particu- 
lar effort beyond those of good merchandising, the paint 
contractor trade reaches $8,000 a year and something 
more than $3,000 is the home owner volume. Quite a 
desirable item the annual sale report with a stock turn 
ten times within the year. 

sut a merchant, Mr. Londelius thinks, is apt to fall into 


the habit of thinking of these sales as a matter of course. 
He is apt to assume that when people want white lead 
they will come into the store and ask for it and gradually 
take the point of view that if a man does not know that 
he wants white lead, there is no use talking to him. Cer- 
tainly a man does not buy white lead as he does a second- 
hand automobile or a different suit: of clothes. 

Mr. Londelius wanted to know if a white lead win- 
dow would pay, so he tried it. As an item of interest 
for this display, he used several glass jars filled with the 
various ingredients in various stages of development. 
Cards by each jar explained the importance of the in- 
gredient and the particular step in manufacturing. The 
rest of the display material was more or less matter of 
fact. Three display panels of tools were retained on 
the background as a remainder that this was a regular 
hardware store. 

The results were that many people stopped to look and 

(Continued on page 84) 
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The above is one of the special campaign headlines supplied by the Clean Up, Paint Up Campaign Committee for special drives 


Many Hardware Items in Clean 
Up, Paint Up Campaign 


Long List of Articles for House and Lawn Use are Boosted in 
This Trade Promotion 


OW would you like to have the chamber of com- 

H merce of your city hand you a list of 441 ad- 

dresses and say: “These buildings need painting, 

follow them up and sell the paint. We will aid you ail 
we can.” 

This was what happened toward the close of the Clean 
Up and Paint Up Campaign in Rich- 
mond, Va. Before this list of pros- 
pects was handed out to merchants 
who sell paint, something more than 
3000 buildings had been painted as a 
result of the campaign work. 

And R. W. Emerson, executive sec- 
retary of the National Clean Up and 
Paint Up Campaign Committee, esti- 
mates that paint is about 15 per cent 
of the merchandise sold in such a cam- 
paign. “There is no way of finding 
exactly what other merchandise is 
sold,” says Mr. Emerson, “but we 
have made many checks, and we think 
the figure is about right.” 

One example of such sales is sup- 
plied from Coney Island community, 
which is a part of New York City. 
When a clean-up campaign was put 
on there, the stocks of covered ash and 
garbage cans was completely exhaust- 
ed three times in one week. The sales 
that week were probably six times as 
heavy as ever before recorded for a 





polish for furniture and metal, rakes, rugs, sandpaper, 
soap, soap powders, shovels, screens, seeds, bulbs, 
sponges, stains, shades, scrub brushes, sandpaper, scrub 
pails, step ladders, shoes, tools, vacuum cleaners, wood- 
enware, wallpaper cleaners. 

Chicago had its first well organized Clean Up and 
Paint Up Campaign in 1923, and 
the organization that was successful 
that year has been continued with only 
necessary changes in personnel. High 
school students, Boy Scouts, commun- 
ity and neighborhood social and im- 
provement associations all lend a hand. 
Careful reports are made of work 
accomplished. A conservative estimate 
of materials used for each job reported 
is made. 

These reports show that the follow- 
ing amounts of paint and varnish 
were sold as a result of the campaign: 
1923.....$507,018 1925... .$1,064,944 
ae 699,357 1926.... 2,307,770 

1927... .$3,811,407 

This shows a volume of more than 
seven times the sales of four years ago. 
A check-up with dealers indicates that 
these figures are conservative. There 
has been no check-up of tools, hinges, 
nails, screws and the like that were 
sold as accessories to the painting 


CHARLES J. CASPER, work, 


similar period. Some of the articles Central Manager for the Pittsburg Plate 
Glass Co., is chairman of the National 


Recently, campaigns were conducted 


which are sold directly as a part of Clean Up, Paint Up Campaign Committee it! several small cities in the St. Louis 


these campaigns are: Auto paint, bath- 

room fixtures, brushes, bulbs, dustless dusters, clothes 
washers, dryers and irons, chamois, cleaners, carpenter 
tools, draperies, disinfectants, dyes, enamels, floor wax, 
fireless cookers, furniture for house, porch and lawn, gar- 
den hose, garden implements, garbage cans, incandescent 
lamps, insecticides, kalsomine, mops, metal polish, oil 
mops, overalls, office equipment, paint and varnish, paint 
removers, putty, paint cleaners, poultry wire, house fur- 
nishings, lawn mowers and sprinklers, light fixtures, 


wholesale trade territory. In these 
campaigns, figures of specific accomplishments were not 
kept locally, but an investigation of the jobbers’ ship- 
ments indicate the following increases of retail trade in 
these towns: 


Jonesboro, Ark...... 290 Clarksdale, Mo..... 300 
Monette, Ark....... 50 Graham, Mo........ 270 
Donnellson, Ill...... 20 Whitewright, Tex... 50 
S| eee 310 La Harpe, Kan..... 400 


(Continued on page 66) 
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Paint Training Course 
Committees 


A steadily increasing interest in paint | 


on the part of the public is indicated in 
reports made to the Executive Committee 
of the Save the Surface Campaign held 
recently in Chicago. Figures in the re- 
port of the publicity committee told of in- 
creasing requests for articles and informa- 
tion from editors of a rapidly growing list 
of publications. This demand comes from 
many classes of publications. 

Chairman A. D. Graves of the Sub- 
Committee on Trade and Sales Promotion 
reported many inquiries regarding the 
Sales Training Course, which is nearing 
completion. All indications point to a 
wide demand for the course. Mr. Graves 
named the following special committees 
to supervise the special courses: 


WHOLESALE SALESMEN 


Willard Maston, chairman, Eagle- 
Picher Lead Co.; S. E. Booker, Peaslee- 
Gaulbert Co.; E. A. Bradley, Bradley- 
Wise Paint Co.; W. R. Carnegie, Berry 
Brothers; N. D. Chapin, Billings-Chapin 
Co.; C. R. Cook, Cook Paint and Varnish 
Co.; Charles Eastwood, United States 
Gutta Percha Paint Co.; M. H. Goldsmith, 
Hirshberg Paint Co.; E. H. Hancock, 
Louisville Varnish Co.; E. F. Hopper, 
Murphy Varnish Co.; John R. Irwin, Mc- 
Arthur, Irwin, Ltd.; William H. Jarden, 
Jr., McCloskey Varnish Co.; E. J. Lynch, 
Stoakweather, Williams, Inc.; H. S. Pres- 
cott, Pratt and Lambert, Inc.; F. S. Skeen, 
Geo. D. Wetherill & Co., Inc.; A. B. Tib- 
bets, National Lead Co.; B. A. Wilson, 
E. I. duPont deNemours Co.; C. B. Wood- 
ruff, W. P. Fuller Co. 


RETAIL 


H. C. Bursley, chairman, Valentine & 
Co.; W. A. Alpers, Cleveland Window 
Glass & Door Co.; R. J. Atkinson, Na- 
tional Retail Hardware Association; B. J. 
Cassady, Pittsburgh Plate Glass Co.; R. J. 
Clemens, Standard Glass & Paint Co.; 
H. A. Hall, Boston Varnish Co.; H. J. 
Kuhn, Kuhn Paint and Varnish Co.; C. 
M. Lemperly, Sherwin Williams Co.; 
R. W. Levenhagen, The Glidden Co.; 
R. W. Lindsay, Pratt & Lambert, Inc.; 
H. M. McCutchen, Lowe Brothers; E. D. 
Peck, Devoe & Raynclds, Inc.; Rivers 
Peterson, editor, Hardware Retailer; Wal- 
ter Ramsay, A. Ramsay & Son, Ltd.; Lew 
S. Soule, editor, HArpwareE AcE; F. L. 
Sulzberger, Enterprise Paint Mfg. Co.; 
J. Leydon White, editor, American Paint 
& Oil Dealer; F.. F. Whittam, John Lu- 
cas & Co. 

MASTER PAINTERS 


H. L. Calman, chairman, Emil Calman 
& Co.; E. J. Bush, Secretary, International 
Association Master Painters; Floyd 
Coates, Carter White Lead Ca; William 
Downie, William Downie Co.; C. H. 
Fowler, 605 North Eighth Street, Phila- 
delphia; Robert Hursh, New Jersey Zinc 
Co.; A. E. Joy, Alfred E. Joy Co., Inc.; 
H. Knapp, Keystone Varnish Co.; John 
R. MacGregor, Eagle-Picher Lead Co.; 
William R. Paris, Painter, Toronto, On- 
tario; J. P. Rising, The Rising Decorating 





Co.; J. W. Robson, Standard Varnish 


Co.; H. W. Rubins, 125 South Twelfth | 
Street, Minneapolis, Minn.; C. J. Schu- 
man, Hilo Varnish Co.; H. G. Sidford, | 


National Lead Co.; Leo Silverstein, 
3enjamin Moore & Co.; W. 
Painters’ Magazine; F. N. Vanderwalker, 
American Painter & Decorator; E. 


Walsh, New Haven, Conn. 


Milburn Spray Gun Type EF 


Two important features are incorporated 


in the new Milburn Spray Gun Type EF, 


manufactured by The Alexander Milburn | 
Balti- | 


Co., 1416 West Baltimore Street, 
more, Md. A dialed head giving numerous 
different spray adjustments from a circu- 
lar spray to a fan of a wider field, is one 
feature that permits the operator to obtain 
any desired spray without first 
tests. 


A series of numerals on the paint valve 
plunger show the operator just what vol- 
ume of paint will be used. 


operator has found that a certain class of 
work is best performed when the indicator 
points to a certain figure, he can make the 
proper adjustment before beginning to 
spray. 

To enable owners of the Milburn Type 
E gun to obtain the benefits of the im- 
provements, the new dialed air 
valve and the plunger have been made in- 
terchangeable, making the Type E gun up 
to date by the insertion of these new parts. 


Higher Trade Standard Sought 


At the request of 75 per cent of the 
paint industry, the Federal Trade Commis- 
sion has announced that a trade practice 
conference will be called in the near fu- 
ture. Commissioner Garland S. Fergu- 
son, Jr., has been designated as presiding 
officer. Among topics suggested for the 
conference are commercial bribery, mis- 
branding and misrepresentation in adver- 
tising and labeling. 

The Commission has previously disposed 
of 149 complaints against firms in this in- 
dustry regarding unfair practices. In 91 
of these cases orders to cease and desist 
were issued and 58 complaints were dis- 
missed or settled by stipulation. 


T. Stott, | 


M. 


control | 
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The Klinesprayer 


The Klinesprayer, a new type of spray- 
ing apparatus for paint, lacquer, etc., has 
| been placed on the market by the Kline 
Vacuum Cleaner Co., 621 Johnson Ave., 
N. W., Cleveland, Ohio. This device has 
been designed to be attached to the hose of 


ALINESPRAVER 


Five Times Faster 














Than Hand Painting. 
Many Times Better 





‘| and Without Waste. 


making | 


| any power blower vacuum cleaner. It has 
a control lever conveniently placed, by 
which a smooth, even flow of paint can be 
secured, 

The Klinesprayer is so balanced that it 
will stand upright and not fall over. It is 
made in metal, heavily nickel plated and 
has few parts. The product weighs but 
1% lb. and is guaranteed to save time, 
trouble and labor. 


The Super-Lac Sprayer 


The No. 1000 D&B Super-Lac Sprayer, 
manufactured by The Dobbins Mfg. Co. of 
North St. Paul, Minn., has a pump made of 
heavy tin and is the right size for easy 
| operation. All the important working parts 
are of brass. The large brass nozzle is of a 
new design and is provided with a drip 
flange. The air chamber evens up the air 
force and delivers a uniform spray. 





This feature | 
saves the time of testing for when the | 


HANDY KNURLED NOZZLE C, HANDY SCREW 
————————— VALVE RETAINER 


The sprayer is equipped with a 6 oz. glass 
jar, made with a large opening for con- 
venience in filling and cléaning. Wire legs 
are attached to the sprayer to support it in 
an upright position when set down on a flat 
sur face. 

Lacquer, enamel, paint, oils, insecticide, 
etc., can be efficiently sprayed with this de- 
vice. 


Paint discoloration is due to the con- 
dition of wood rather than to the kind 
of wood, according to observations made 
by the Forest Products Laboratory, 
United States Department of Agricul- 
ture. Laboratory officials say the paint 
discoloration is usually found on houses 
built in late summer, fall or winter, 
particularly in cases where the wood- 
work has accumulated excessive mois- 
ture from some source. 
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Henry Brown Seeks No Defense 


He Is Taking the Initiative in the Study of Distribu- 
tion and Is Willing to Face the Facts with Open Eyes. 
Is Determined to Find If He Himself Is at Fault. 


ROBABLY one of the greatest 

engineering feats the world ever 

witnessed was the building of 
the Panama Canal. 


The French Government under De | 
Lesseps had poured millions in money | 


into the enterprise only to suffer 
failure. 


When the United States Govern- | 
ment undertook to analyze the previ- | 
ous failures and make plans that | 
would succeed, they developed the | 
fact by a series of studies under the | 


direction of Doctor Gorgas that the 
successful building of the canal did 
not depend altogether on money, la- 
hor or machinery, but the study of 
sanitation and the elimination of the 
mosquito. 

From Panama to Boston is quite a 
distance. Witness again a study, not 
of the Panama Canal but of Henry 
Brown, Hardware Man, and_ the 
mosquitoes of his trade that are af- 
fecting him. 

Based on Hardware Council 


The basis for that study is the re- 
port of the Hardware Council on 
the problems that affect the retailer. 

Henry has read that report and 
found many things that have intimate 
relations with his business and _ his 
methods, and he has prepared a brief 
and has submitted it to the Congress 
and his fellow hardware merchants 


and has asked what can he do about | ” 


it. 
Henry needs no sympathy for he 





| 


has studied his condition in a manly | 


way, accepting with open eyes the 


facts, and not pussy-footing, no mat- | 


ter how disagreeable those facts 
seemed for him to face. 

It had been easier for Henry for 
years to remain inactive, supposing 
that his progress was largely depen- 
dent on some one else, but the reali- 
zation that the solution of his problem 
must rest largely with himself, first ; 
with a study of what his problems 
really are, and then a study of a course 


that would help him solve them, | hy the Congress. 


| retail dealers throughout the country, 


By R. J. ATKINSON 


leaves him a little dazed at the bold- | 
ness of this thought. 
Honest inventories often de- 
velop many unsatisfactory 
conditions, particularly per- 
sonal inventories. 
This prelude is simply a summary 





A LETTER 


July 19th, 1928. 
Hardware Age, 
239 West 39th St., 
New York City. 
Gentlemen :— 

In the July 19th issue, there is a con- 
tributed article on Henry Brown that 
ends by suggesting that officials and 
speakers of the 29th Congress send an 
apology to Henry Brown, for the way he 
was treated at the 29th Congress of the 
National Retail Hardware Association. 

As I was Chairman of that meeting, I 
am taking the liberty of asking you to 
add to “A Defense of Henry Brown” 
the following article, with the idea of 
presenting Henry in a proper atmosphere 
for discussion. 

Henry in the first place is not seeking 
a defense. 

He is outstandingly taking the initia- 
tive in a study of distribution policies. 

He has been an able merchant, doing 
business for twenty years, and paying 
his bills and has made some money, as 
the size of his stock testifies. 

Through studies, largely augmented by 
his association contacts, he is beginning 
to ask questions, and some of them are 
directed to himself, but a great many to 
those agencies that have depended on 
Henry to distribute their wares, and all 
I can say is, more power to Henry, for 
at last he is actually becoming the “‘in- 
dependent dealer,” and is seeking and 
wants facts. 

Yours truly, 
R. J. ATKINSON, 


Brooklyn, N. Y. 


Note—Mr. Atkinson sent the above let- 
ter with this contribution. 





of the conditions that made the con- 
struction of the program of the Bos- 
ton Congress of the National Retail 
\lardware Association possible. 
Before developing the divisions of 
the program, there were sent to many 


some five hundred questionnaires to | 
he answered by them regarding their 
intimate knowledge of the questions 
raised by Henry Brown, and their 
answers were turned over to several 
committees of representative dealers 
to assemble the facts and present 
them for consideration and discussion 





There has been some criticism that 
Henry had a “Rotten Deal.” Well, 
Henry played with his own pack and 


| dealt to his own liking and perhaps a 


look at Henry’s hand might not be so 
comforting to the other players. 
Again, if Henry’s mind has devel- 
oped the turn it seems to have, let us 
see if there is any reason for it. 
Henry has read that 71.28 per cent 


| of the consumer’s dollar is spent with 
| the independent retailer, but when he 


sees a chain store or a retail mail or- 
der organization come into his town, 
select the best location without any 
apparent regard to rent and then sees 
his former customers and often his 
own family fill these stores to over- 
flowing, he wonders at the mysteries 
of figures. 


Will Get His Share 


Another thing that is bothering 
Henry is suppose 71 per cent of the 
consumer’s dollar is spent among the 
retailers, how is he still going to get 
his share with the ever-increasing 
number of retail units that ‘he is con- 
stantly being surrounded with. 

Henry has just read the statement 
published by the Chain store research 
bureau, that in the first six months of 
1928 four hundred and ninety-nine 
chain store units were provided for, 
with twelve of the larger companies 
showing aggregate sales increase of 
more than $30,000,000 in five months 
while sales of department stores, <e- 
spite increased advertising and sales 
efforts have remained stationary and 
he is wondering whether this is mak- 
ing any impression on that 71 per 
cent that looks so good to him on 
paper. 

Henry has been asking himself 
these various questions to find out. 
and he is determined to find out, and 
if he is at fault he wants to know it. 
But if he is the victim of a system ot 
distribution that has not given the 
proper study to his position as a dis- 
tributer of their products he wants to 
know that, also. 
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Allith-Prouty Co. Appoints 
Three Sales Representatives 


Allith-Prouty Co., Danville, Ill., manu- 
facturers of garage door hardware, fire 
door hardware, overhead carriers, etc., 
announced the recent appointment of three 
sales representatives. These were Herbert 
J. Hopkins, St. Louis; E. G. Stanley, De- 
troit, and R. A. Vanstrum, Northwest ter- 
ritory. 

Mr. Hopkins started in the hardware 





HERBERT J. HOPKINS 











business as a boy working for Simmons 
Hardware Co., St. Louis, Mo., and became 
a builders’ hardware salesman. In 1902 he 
became a member of the firm of Geller, 
Ward & Hasner Hardware Co., St. Louis, 
where he served in various capacities, be- 
ing a builders’ hardware salesman, then a 
buyer, head of the buying department, and 
finally sales manager. Throughout his con- 
nection with Geller, Ward & MHasner 





E. G. STANLEY 











Hardware Co. he served on the board of 
directors. P 

In 1926 Mr. Hopkins became sales man- 
ager of the St. Louis branch of the Hood 
Rubber Co., which position he held until 
he received recently the appointment as 
St. Louis representative for Allith-Prouty 
Co, 

Mr. Stanley will cover the Michigan ter- 
ritory and has temporary headquarters at 
Detroit. In 1920 he was identified with 
the Dautrich-Johnson Mfg. Co., Detroit, 
Where he became sales manager. The 


firm name was later changed to the Over- 
land Door Co. 


Co. of Pennsylvania, Philadelphia, Pa., and 
later located in Lewistown, Pa. He was 
secretary-treasurer and general 
of this concern. Three years later he re- 
signed and formed the firm of Stanley & 
Eastwood, Philadelphia, Pa., a business 
devoted exclusively to the installation of 
garage, factory and warehouse doors and 
the electric equipment for their operation. 
Recently Mr. Stanley sold out his interest 
in this organization to Mr. Eastwood and 
joined the Allith-Prouty Co. 

Mr. Vanstrum started in the hardware 





business 23 years ago in the store of Otto | 


Rood Co., Minneapolis, Minn., and in the 
next ten years was with Warner 
| Hardware Co., and Janney, Semple, Hill 
| & Co., also of Minneapolis. The next ten 
years he traveled for Billings & Spencer 
Co., and for Peck, Stow & Wilcox Co. 


also 





R. A. VANSTRUM 














| The last three years Mr. Vanstrum has 
| been a sales representative for several 
| builders’ hardware lines including Glynn 
| Johnson Corp. and the Caldwell Mfg. Co. 
| His territory with Allith-Prouty includes 


| the Northwest. 


Masback Hardware Co. Will 
Distribute Mansfield Tires 


Announcement has just been made to 
| the trade that the Masback Hardware Co., 
| 80-84 Warren Street, New York City, 
| has become distributor for the complete 
| line of Mansfield tires and tubes in the 

Metropolitan District of New York City. 


| Bunting Hardware Co. Opens 
Second Branch Store 


City, Mo., of which George H. Bunting 
is president, has leased a store room 19 by 
| 110 feet at 4624 Troost in which it will 
open their second branch store. The first 
branch store is at 510 Minnesota Avenue, 
in Kansas City, Kan., and was opened two 
years ago. 
A modern two story terra cotta building, 
just south of the new Rockhill theater, will 
be the home of the new store. 


| 

| The Bunting Hardware Co. of Kansas 
| 

| 

| 


In 1922 Mr. Stanley left | 
this connection to form the Overland Door | 
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Segal Lock Co. Combines Its 
Plants in Brooklyn 


The Segal Lock & Hardware Co., has 


| combined its manufacturing and warehous- 
manager | 


iN. ¥; 


ing facilities at 55 Ferris Street, Brooklyn, 
The company manufactures Segal 
locks and hardware specialties, and had 


| operated two plants at Springdale, Conn., 


warehouses and offices at 155 Leonard 
Street, New York City, and a plant at the 
present address in Brooklyn, N. Y. In 
order to provide adequate facilities to 
effect this concentration the company re- 
cently purchased a large block of property 
on Ferris, Sullivan and Walcott Streets, 
Brooklyn, buying also thirty single family 
houses for the use of employees. 

For the time being an office will be re- 
tained at 155 Leonard Street, New York 
City. Later a New York office and stock 
room will be established. 

H. R. Segal, treasurer, is now on his 
way home from Maine and will find as a 
surprise, the new plant, already in opera- 
tion. 

Raphael Levy, credit manager, of the 


| company for 15 years, is going to Europe 
| to enjoy a well deserved vacation, visiting 
| England, France, Italy and other Conti- 
| nental countries. 
| brother, Abraham Levy, in London. Both 
| brothers are stockholders 


He plans to meet his 


of the 


Segal 
Lock & Hardware Co. 


| H. G. Grosscup of Lovell Again 


in Chicago Office 
Harlan G. 


Grosscup, assistant sales 


| manager of the Lovell Manufacturing Co., 
| who has made his headquarters in Erie, 


Pa., since his appointment to the position 
last year, is again located in Chicago, at 
the company’s western sales office, which 
is now at 130 North Wacker Drive. 

Since his executive appointment, Mr 
Grosscup has not made his usual far 
western trip and his friends among the 
buyers in the hardware and housewares 
jobbing houses have missed him, but they 
will now kngw where to locate him in 
Chicago, and he looks forward to more 
close and intimate contacts with the trade 
than have existed from the general offices 
at Erie. 


Devoe & Raynolds Hold Meetings 
for District Managers 


On July 11, 12 and 13, Devoe & Ray- 
nolds Co., Inc., 1 West Forty-seventh 
Street, New York City, held a district 
manager meeting in New York City. Those 
attending this group were E. S. Phillips, 
president; E. D. Peck, general manager ; 
E. T. Gray, central district manager; H. J. 
Birtch, eastern district manager ; Ivor Ken- 
way, southern district manager; J. B 
Hartranft, western district manager, anc 
V. D. Clausen, advertising manager. 

On July 14, district credit managers of 
the company met in New York. Those at 
tending were T. J. Kenny, D. E. Day, J. E. 
Gossin, T. J. Marshall, C. D. Potter and 
GC. T. Goss. 
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Clarence F. Muller Forms Own) 
Hardware Jobbing Firm 


Clarence F. Muller has established a 
wholesale hardware business under his own 
name at 260 Springfield Avenue, Newark, 
N. J. He was formerly connected with 
the firm of Muller & Seitel, of Newark, 
and with its forerunner, the Anton F. 
Muller Co., Newark. Mr. Muller’s 
father, Anton F. Muller, founded the com- | 
pany bearing his name in 1866. In 1922 | 
the elder Mr. Muller retired and the firm 
became Muller & Seitel, a partnership re- 
cently dissolved. 


Nenzel Mfg. Co. Factory at 
Van Nuys, Cal. 


The industriat department of the Los 
Angeles Chamber of Commerce reports 
that the Nenzel Manufacturing Co. is 
about to establish a factory at Van Nuys, 
Cal., for the manufacture of a new pat- 
tern flashlight. 

The company reports that it already has 
orders for 50,000 of the lights which are 
of a type strapped to the head such as 
used by miners and other workers needing 
full use of both hands. 





Winfield Partridge Will Join John | 
K. Wilson Co., Sept. 1 | 
Winfield Partridge, New Orleans, La. | 
will join the John K. Wilson Co., od 
Whitaker Building Baltimore, Md., on 
Sept. 1. This company acts as direct | 
representatives for hardware manufactur- 
ers. For a number of years Mr. Partridge 
was associated with the late Henry P. | 
Chenoweth, traveling in the Southwest. 








New Price List Issued by Con- | 
solidated Elec. Lamp Co. | 


Consolidated Electric Lamp Co., Dan 
vers, Mass., has issued a complete revised | 
price list on its Champion line of lamps | 
and bulbs. A pamphlet is available, show- 
ing list prices and discounts based on quan- 
tity. The new list shows a reduction. 


New Fireplace Furniture Catalog 
Issued by Sheffield Mfg. Co. 


Sheffield Mfg. Co., 401 East Thirty-first 
Street, New York City, has issued Catalog 
No. 28, covering its new line of fireplace 
furniture. The catalog contains complete 
descriptions with illustrations. 


Manhattan and Bronx Association 
Holds Monthly Meeting 


The Hardware and Supply Dealers’ 
Association of Manhattan and Bronx held 
its regular monthly meeting at the Prince 
George Hotel, Twenty-eighth Street and 
Fitth Avenue, Tuesday evening, July 10. 
The date of this meeting was advanced 
one week on account of the Metropolitan 
outing. 

The meeting was presided over by Vice- 
President M. Kohlmeier in the absence of 





the president, Joseph Ringler, who is con- 
valescing from a rather lengthy illness. 


After the routine business was disposed 


| of, a round-table discussion of simplified | 
| methods of ordering, receiving, checking, 
and pricing of merchandise was held. | 


C. H. Tilson, secretary, explained the sys- | ager of the St. Louis Rubber Cement Co,, 


tem used by his firm, Thos. Hindley & 
Son, 819 Sixth Avenue, New York City. 
Many interesting facts which were of real 
value were brought out in this discussion. 
Edward Ferguson and Arthur Shimmel 
reported on the Boston convention. 


Nat’! Distribution Conference 
Proceedings in Book Form 
Complete proceedings of the National 
Distribution Conference held recently in 
New York City under the auspices of the 
Bolt, Nut & Rivet Industry are now pub- 


1928 


! 


lished complete in book form. The work | 


of his conference was generally hailed an 
important contribution to work of efficient 
and profitable distribution of metal prod- 
ucts, a large part of which come under the | 
hardware group. The book is available | 
by communicating with Charles J. Graham, 
president, Bolt, Nut & Rivet Manufactur- 
ing Association, 311 Ross Street, Pitts 
burgh, Pa. 

| J. F. McGinn Will Cover Ohio | 

for Enderes, Inc. 

John F. McGinn, 578 South Vine Street, 
Marion, Ohio, will cover the State of Ohio 
for Enderes, Inc., Albert Lea, Minn. For | 
the past five years Mr. McGinn has rep- 
resented the Remington Arms Co., Inc., 
New York City, in Northern Ohio. 


W. E. Underwood Honored by 
Former Associates 


| 
| 


W. E. Underwood, former piiaiitites | 


| manager of the National Lamp Works, 


was guest of honor at a dinner tendered 
by his former associates of the Sales Pro- 
motion Department, on the night of July 


13. The occasion was doubly festive be- | 
cause Mr. Underwood was just passing | 


another milestone in his/life. N.H. Boyn- 
ton presented Mr. Underwood with a gold 
wrist watch, a token given in appreciation 
of his 16 years of service at Nela Park. 
Mr. Underwood recently resigned his po- 











a 


Hadley Celebrates 46 Years in 
Rubber Cement Industry 
William Ogden Hadley, general man- 


recently celebrated his 60th birthday simul- 
taneously with the anniversary of his 46th 
year in the rubber cement industry. 

Mr. Hadley started at the age of 14 to 
learn the trade of rubber cement making 
with his grandfather, William Hadley, 
who in 1850 was the first man to make 
rubber cement in this country. At that 
time they made shoe cements only, but as 
time went on they kept adding other 
grades as called for by the various trades. 





W. F. Merrill is President of 
Remington Rand, Inc. 


William F. Merrill, formerly vice-presi- 
dent and general manager, has been elected 
president of Remington Rand, Inc., to suc- 
ceed James H. Rand, Jr., who becomes 
chairman of the board. 

B. L. Winchell, formerly chairman of 
| the board, has been made chairman of the 
executive committee. 





James & Hawkins Have Moved 
Warehouse to Queens Village 


James & Hawkins, Inc., operating nine 
retail hardware stores on Long Island, 
N. Y., have moved their warehouse and 
general offices from Jamaica, L. [., to 
Queens Village, L. I., where every mod- 
ern warehousing facility has been provided 
in a new building. The new location is 
immediately south of the Long Island Rail- 
road freight station at that point. The 
company has also moved its Jamaica retail 
store about two blocks west of the former 
location. 


Edwards & Co., Inc., Open 
Branch at Minneapolis, Minn. 
Edwards & Co., Inc., New York City, 

have announced the opening of a new 
branch office in Minneapolis at 1000 
Plymouth Building. V. L. Warren is in 


| charge and is well equipped with samples 


sition with the National Lamp Works to | 
become associated with Lord, Thomas and | 


Logan of New York City, advertisers. 


California Brass in New Home 


The California Brass Manufacturing 
Co., of Los Angeles, Cal., moved the lat- 
ter part of June from 1444 North Main 
Street, to 1447 Naud Street, a block west 
of their old location. 

At the new factory they have larger 
and better quarters and have expanded 
their line, now manufacturing a complete 
line of plumbing and brass goods, accord- 
ing to Ted Leddrer, of the firm. 

The company was organized by Ted 
Leddrer and L. R. Raymond, present mem- 
bers of the firm, and was located at the 


| North Main Street plant for nirie years. 





and information on Edwards Electric Sig- 
nalling Devices. 


C. A. Lund, Northland President 
Will Visit Norway Plants 


In order to compare the development of 
the ski manufacturing industry in Norway 
with that in the United States, and to keep 
closer in touch with the company’s foreign 
connections, C. A. Lund, president of the 
Northland Ski Manufacturing Co., of St. 
Paul, Minn., sailed early in July for Nor- 
way, and will be absent for two months. 

Naturally the sled and ski industry 1s 
an important one in Norway, and in call- 
ing upon the principal ski factories there, 
Mr. Lund will be able to keep himself and 
the St. Paul company posted as to new 
trends as well as factory processes. 

The Northland Ski Manufacturing Co. 
has its freight address at Minnesota Traus- 
fer, Minn., and its postoffice at Merriam 
Park. 
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Norman T. Bolles Heads Auto- 
motive Standards, Inc. 


At a meeting of the directors of Auto- 
motive Standards, Inc., held yesterday, 
Norman T. Bolles was elected president 
and chairman of the board. Mr. Bolles 
has resigned from all his other business 
activities. 

Mervyn C. Fry was elected vice-presi- 
dent. 

F. W. Barhoff, president of the Hart- 
ford Battery Manufacturing Co. and 
Major Ralph W. Appleby, president of 
the Century Engineering Corporation, were 
elected directors. 

Other officers and directors were elected. 


Ed Bouquet Visits 39 Cities 
in the South in 50 Days 


Ed. Bouquet, president and treasurer of 
the Bouquet-Brownson Co., Inc., St. Paul, 
manufacturer and manufacturers’ agent 
for a number of products in the household, 
tool and wire goods line, is one of the 
trade’s fastest travelers. Recently he com- 
pleted a swing of the South, ‘the South- 
west, the Pacific Coast and Inter-mountain 
territory, which took him into 39 cities in 
50 days. 

Except for an over-abundance of rain 
in some of the cotton growing sections, 
Mr. Bouquet found fundamental conditions 
excellent in every part of the South and 
West and a general disposition to specify 
for normal and seasonal requirements. 


Potts & Co. Sales Agents for 
Stronach Nail Co. 


Horace T. Potts & Co., Philadelphia, 
Pa., have been appointed sales agents by 
the Stronach Nail Co., Pittsburgh, Pa., 
manufacturers of a patented Non-Split- 
ting Nail, to cover territory including 
eastern Pennsylvania, southern New Jer- 
sey and Delaware. 


Acme Elec. & Mfg. Co. Moves 
General Offices and Factory 


Acme Electric & Manufacturing Co., 
Cleveland, Ohio, has moved its general 
offices and factory from 1653 Rockwell 
Avenue to 1439 Hamilton Avenue. The 
new home of this firm is a model one, 
large, modern, and will permit even more 
efficient production of the Acme radio 
products. The firm was established in 1917. 


Rochester, N. Y. Hardware Assn. 
Holds Successful Outing 


One hundred and fifty hardware mer- 
chants and wholesalers were present at the 
ninth annual outing of Rochester Hard- 
ware Association at Newport, on Lake 
Ontario, July 18. 

The afternoon was spent in various 
games, including the annual baseball game 
between dealers in the several sections of 
the city. Former President Shatzel um- 
Pired as usual, not always satisfactorily 
to the players or to the gallery, but vindi- 





HARDWARE AGE for JULY 26, 1928 61 


cating always his own judgment as to the 
merits of the teams. 

John G. Ferguson, president cf the asso- 
ciation, was toastmaster at the dinner, 
which was served at six o'clock. Arrange- 
ments for the outing were handled by a 
committee headed by Edwin J. Sanger. 

Monthly meetings of the organization 
will be resumed in September 


Ashland Steel Co. Bought 
by American Rolling Mill Co. 


Purchase of the Ashland Steel Co., Ash- 
land, Ky., by the American Rolling Mill 
Co., has been announced by George M. 
Verity, president of the Rolling Mill Co. 
The Ashland Steel plant, which manufac- 
tured rods and wire, has not been in op- 
eration for two years. 


A. C. Adams Is Promoted 
by General Fireproofing Co. 


George C. Brainard, president of the 
General Fireproofing Company, anncunces 
the appointment of Avery C. Adams as 
assistant to the president. 

Mr. Adams was formerly assistant gen- 
eral sales manager of the Trumbull Steel 
Company and of late has been connected 
with the Republic Iron & Steel Company. 


Jobber Executives Will Meet 
with G. E. at Nela Park 


On Aug. 9 and 10, the National Lamp 
Works of the General Electric Co. at 
Cleveland, Ohio, will hold a special meet- 
ing for jcbber executives at Nela Park. 
This meeting is held expressly to display 
the newest developments in the electrical 
field to those men who act as the keystone 
between the manufacturer and the ultimate 
consumer. At this meeting, mutual prob- 
lems will also be discussed. Advance no- 
tices indicate a large attendance. During 
this meeting, lighting experts will endeavor 
to give the jobber a better picture of the 
lighting industry, and a series of corre- 
lated talks have been arranged. 


Metro. Hardware Assn. Outing 
Held Wednesday, July 18 


Wednesday, July 18, was an important 
date in the annals of the hardware trade in 
and around New York City. It was a 
beautiful, clear day, and the joint outing of 
all associations, comprising the Metropoli- 
tan Hardware Association, was a happy 
time for nearly 400 hardware men. Two 
fine meals were served aboard the Day 
Line steamer Peter Stuyvesant, which 
started from West Forty-second Street at 
9 a. m. and sailed up beyond West Point, 
then returned after breakfast to Indian 
Point for the baseball games and other 
field sports. 

H. A. Cornell, chairman of the outing 
committee, as usual did the job in great 
style, delivered fine weather, as promised, 
and made it possible for everybody to have 
an enjoyable time. 


| Atlantic City Convention Will Be 
| Held October 15 to 18 


The dates for the 34th annual conven- 
tion of the National Hardware Associa- 
tion of the United States, held jointly with 
the American Hardware Manufacturers’ 
Association at Atlantic City, have been set 
for Oct. 15 to 18, 1928, according to a 
preliminary announcement from the office 
of George A. Fernley, secretary-treasurer, 
National Hardware Association. 

In ,addition to the regular sessions of 
hardware wholesalers and of the manufac- 
turers, meetings will also be held by the 
Metal Branch which includes distributors 
and manufacturers of sheet metals, and 
by the accessories branch, consisting of 
manufacturers of automobile accessories, 
electrical appliances, radio and radio sup- 


| plies. 


The convention will open on Monday 
evening, Oct. 15, with a joint session with 
the manufacturers. The speaker of the 
evening will be an outstanding national 
character. 

Arrangements -and reservations are now 
being made by the secretaries of the two 
associations and those contemplating at- 
tendance should secure further details and 
make their arrangements with Secretary- 
Treasurer George A. Fernley, of the Na- 
tional Hardware Association of the United 
States, at 505 Arch Street, Philadelphia, 
or with Secretary-Treasurer Charles F, 
Rockwell, of the American Hardware 
Manufacturers’ Association at 342 Madi- 
son Avenue, New York. 


Wife of Kansas Hardware Man 
Killed in Motor Car Wreck 


Mrs. Horace G. Amann, Jr., was fatally 
injured in a motor car accident, near 
Madelia, Minn., July 11. Her daughter, 
Mary Lou, aged three years, was very 
severely injured. 

Mr. and Mrs. Amann with Mary Lou 
and a sister, Miss Letitia Mathewson, al! 
of Hiawatha, Kan., were returning from 
Rochester, Minn., when the accident oc- 
curred. Mr. Amann and his sister-in-law 
were but slightly injured. 

Mr. Amann is in business with his father 
operating the Amann Hardware Co. at 
Hiawatha, Kan. 


N. H. Boynton Elected Chairman 
Greater Market Development 
Committee of A. E. A. 


N. H. Boynton, of the Naticnal Lamp 
Works of the General Electric Co., was 
elected chairman of the Greater Market 
Development Committee of the Automo- 
tive Equipment Association at a_ recent 
meeting of the board of directors. This 
committee, with a sum of $150,000 at its 
disposal, directs an educational campaign 
to automotive agents for the purpose of 
teaching them, by stressing the value of 
regular attention, how to double the life 
of their customers’ automobiles, and at 
the same time, lower the running cost per 
mile. Mr. Boynton is ably equipped to 
direct this campaign because of his experi- 
ence in merchandising one of the fastest 
selling accessories in the automotive field. 





National Mazda Lamps. 
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General Market News 











Hot Weather Lines Active 
In Hardware Markets— | 
Fall Outlook Good | o2riit ac cate 2, cm 


NEw YorK, July 25.—The high temperatures of the past week | 
| The total for the week, 850,605 cars, 


have created great activity in seasonal hardware items, according | 


to the reports from important market centers. Equipment for mak- 


ing iced foods and drinks; bathing suits and camping supplies, fans | 


and other hot weather items were leaders in this demand. 


The outlook for fall business is very encouraging, particularly in | 


the agricultural sections of the country. Western crops are already 


harveste din many instances and money is reported to be plentiful 
among rural consumers. The automotive industry is slowing down 
somewhat, but the summer slump this year has arrived later than 
usual. Building continues, in the main, normally. 

Prices show very few changes and are firm. Collections are fair 


at this time. 


Farm Profit in 1927 Rated Higher 
Than 1926, Says Recent Report 


The farmer made $177 more in 1927 | 


than he did in 1926, a report issued 
July 18 by the Department of Agricul- 
ture said, the figures being taken from 
a survey of 13,859 farms in all parts 
of the country. 

The average farm for 1927 showed 
an average net return of $1,290, as 
compared with $1,113 on 13,475 farms 
in 1926. 

In 1925 reports from 15,330 farms 
showed a net return of $1,297; 15,103 
farms in 1924, $1,205; 16,183 farms, 
$1,021 in 1923, and_ 6094 farms, $917 
in 1922. 

The average size of the farms report- 
ing in 1927 was 275 acres with an 


average investment of $15,445. Aver- | 


age gross receipts were $2,505, con- 
sisting of $987 from sales of crops, 
$851 from sales of livestock, $638 from 
sales of livestock products and $38 
from miscellaneous. 


U. S. Factory Employment Up 
Slightly in Month 


Employment and payrolls of the lead- 
ing manufacturing industries of the 
country showed a gain of 0.1 per cent 
during June, as compared to May, ac- 
cording to a survey announced July 15 
by the Department of Labor’s Bureau 
of Labor Statistics. This is the first 
time in five years that employment has 
not fallen off in June and the first time 





| United States. 





in six years that payroll totals have not 
decreased. 

The bureau’s weighted index of em- 
ployment for June, 1928, is 85.6, as 
compared with 85.5 for May, 1928, 85.7 
for April, 1928, and 89.1 for June, 1927; 
the weighted index of payroll totals 
for June, 1928, is 90.2, as compared 
with 90.1 for May, 1928, 89.9 for April, 
1928, and 93.3 for June, 1927. 

Employment in June, 1928, was 3.9 
per cent below the level of employment 
in June, 1927, and payroll totals were 
3.3 per cent smaller. The decreases 
in both of these items, comparing 1928 
with 1927, were considerably less in 
June, 1928, than in any previous month 
of 1928. 

The data for June, 1928, were based 


| Freight Loadings Show Decline 
Due to Holiday Week 


Due to the observance of the Fourth 
of July a decrease of 152,444 cars 
loaded with revenue freight occurred 


service division of the American Rail- 
way Association announced July 18. 


was an increase, however, of 11,520 
cars above the same week in 1927. 

Loadings for the week compared 
| with the corresponding week last year 
were as follows: Miscellaneous freight, 
336,593 cars, an increase of 8097 cars; 
coal, 115,010 cars, a decrease of 158 
cars; grain and grain products, 43,218 
cars, an increase of 6915 cars. In the 
western districts alone grain and grain 
products loading totaled 33,712 cars, an 
increase of 8129 cars. 

Livestock, 20,466 cars, a decrease of 
2675 cars. In the western districts 
alone livestock loading totaled 15,088, 
a decrease of 1519 cars. Merchandise 
less than carload lot freight, 221,565, 
an increase of 1152 cars; forest prod- 
ucts, 47,686 cars, a decrease of 1178 
cars; ore, 57,009 cars, a decrease of 154 
cars; coke, 9053 cars, a decrease of 509 
cars. 

All districts reported decreases in the 
total loading of all commodities com- 
pared with the same week last year, 
except the eastern, central western and 
southwestern, which showed increases. 
All districts reported decreases com- 
pared with the same period two years 
ago except the southwestern. 





Good Year for Farmers Is Being 
Predicted by Observers 


Generally splendid crops and higher 
price levels mean that equality for agri- 
culture is being established without 
resort to price legislation, according to 
corn belt farm dailies, July 18. 





on returns made by 11,231 establish- 
ments in fifty-four of the principal 
manufacturing industries of the | 


99.3 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Univer- 
sity announced July 15 that the pre- 
vious week’s wholesale commodity 
prices, based on Dun’s quotations, av- 
eraged 99.3 per cent. The purchasing 
ower of the dollar was 100.7c. on a 1926 
basis of 100c., says the Journal of Com- 
merce. 

Crump’s index for the week on the 
revised 1926 level was 94.9. 

The Italian index on the revised 1926 
level for the week ended July 7 was 
75.1. The June average was 75.4, 





A good year for farmers, unless ca- 
lamity comes to corn through storms, 
drought, or early frost, is predicted, 
and in support of that prediction pre- 


| vailing prices as compared with a year 


| Last Week’s Price Average Was | 


ago are quoted. Prices at the present 
time. range from 7 to 49 per cent higher 
than a year ago, with the exception of 
wheat, which is a few cents lower. Live 
stock is from 10 to 25 per cent higher 
and dairy and farm products are corre- 
spondingly up. 

Probability that there may be de- 
pression, restricting the consumers’ 
ability to buy and thus robbing the 
farmer of some of his advantages, is 
discounted by the dailies. The action 
of the Federal Reserve Board in cheek- 
ing market speculation has averted 4 
possible panic and general business im- 


| provement is probable. 
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Chicago Market Conditions Favorable 
—Prices Show Little Change 


(Chicago office of HARDWARE AGE) 


HE active demand for all kinds of summer hardware items 
continues and is even showing a slight expansion as the sea- 


son advances. 


Sporting goods are in especially good demand. 


Lawn mower manufacturers have announced a new price sched- 
ule for the balance of this season 'and for next year which became 
effective immediately. Under this'new price list the cheaper grades 


are somewhat lower. 


Other prices are being well maintained and 


the makers of window glass have made another advance, the second 
within the past 30 days, which the jobbers will undoubtedly follow 


in the very near future. 


Building activities are falling considerably short of last year’s 
figures but there is still enough construction work in progress to 
create a good market for such items as paint, glass, building paper 


and finishing hardware. 


Steel mill operations in the Chicago area are still around 80 per 
cent of capacity. There are some rumors of price concessions to 
the larger buyers, although on the smaller orders quoted prices are 


being adhered to rather closely. 
Collections are fair. 


AUTOMOBILE ACCESSORIES. — 
Tire sales are good due to the hot 
weather. Camping and tourist mer- 
chandising is moving freely. Prices 
generally are steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each: Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C., 538c. each; 
lots of 100, 50c.; A, C. Special Ford, 
36c. -each. 

Spot Lights.—Appleton, No. 3280, 
$6.50 each. 

Chains.—Non-skid, dozen pair lots, 
35 per cent discount. 

Jacks.—National Standard, No. 21, 
$1.30 each. 

“trees 1% in. cylinder, $1.85 
each. 

Tires and Tubes.—Mansfield tires. 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; tires, 29 x 
4.40, $8.00; 32 x 6.20, heavy duty, 
$17. 40; tubes, 30 x 3%, $1.40; balloon 
tire tubes, gray, 29 x 4. 40, $1. 65; 32 x 
6.20, $3.00. 


BASEBALL GOODS.—Sales are be- | 


ginning to drop off somewhat. Prices 


are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 


Goldsmith Official League ball, 
$15 dozen; Louisville Slugger bat, 
$16.90 dozen. 


BOLTS AND NUTS.—A very satis- 
factory volume of orders is being 
Placed. Prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount: 
machine bolts, cut thread, 60 per cent 
discount; small machine ‘bolts, rolled 
thread, 60-10 per cent discount; all 
stove bolts, 75-10 per cent discount: 
lag screws, 60 per cent discount. 


BUILDERS’ HARDWARE.—The de- 
mand for butts and lock sets is good 
and manufacturers are hoping for 
higher prices. 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

3% x 3% steel butts, old copper 
and dull brass finish, $2.34 per doz. 
pair, case lots; less quantities, $2.16 
per doz. pair; 4 x 4 steel butts, old 
copper and dull brass finish, $3.00 per 
doz. pair, case lots; less quantities, 
$3.12 per doz. pair; heavy steel bevel 
inside sets, $5.00 per doz. sets, case 
lots; steel bit-keyed front door sets, 
$1.45 per set; wrought brass, bit- 
keyed front door sets, $2.60 per set; 
cylinder front door sets, $6 per set. 


CHAINS.—Prices are strong and sales 
are increasingly good. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO 


%-in. proof cow chains, $8. 50 per 
100 Ib. Tenesco Bull Dog and Brown 
coil chains, 50-10 per. cent discount. 
No. 00-4% electric welded cow ties, 
$2.75 per doz. 


COPPER RIVETS AND BURRS. 
There is a good demand and prices 
may be advanced if copper goes any 
higher. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO 


Copper rivets and burrs, 
per cent discount. 


EAVES TROUGH, PIPE, ETC. — 
Prices have held steady all season. 
Steady demand reorted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 

28 gage single head lap joint gut- 
ter, 5 in., $4.50 per 100 ft.; corrugated 
conductor pipe, 3 in., $4.20 per 100 
{t.; plain ridge roll, 1% in., $3.65 per 
100 ft.; corrugated conductor elbows, 
3 in., $1.51 doz. 


ELECTRICAL MERCHANDISE. 
Warmer weather is bringing an in- 
creased demand for all kinds of electri- 
cal appliances. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Electrical Merchandise.—No. 14 rub- 
ber covered wire, $6 per 1000 ft.: 
in less than 1000 ft. lots, $6.50: No. 


18 lamp cords, $11.25 per 1000 ft.; in 
1000 ft. lots, $10.50; % in. brush brass 
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key sockets, 13c. each; lots of 25, 
12%c. each; two-way plugs, 45c. 
each; in lots of 10, 40c. each; two- 
piece attachment plugs, 7'c. each; 
dry cells, boxes of 50, 32%c. each: 
less than case lots, 36c. each. 

Electrical Appliances. — Iron 
Point, $4.20; in lots of six, 
Sunbeam, $5; lots of six, $4.75; 
colator, Universal 9169, $16.65. 

Radio Supplies.—Radio B batteries, 
D 779 E, $1.40 each; base lots of 5. 

q No. 770, $3 each; packa < 
‘f 772, $2.06 each; pac 

: No. 486, $3.58 e ach; pe 

ages of 5, $3.33; new No. 485 Layer- 
bilt battery, less than standard pack- 
ages, $2.53 each; standard packages, 
lots, $2.33 each. 

Battery Chargers.—Apco line, 
of less than 10, $9.90 each. 


FILES.—There is a good steady de- 


Hot 
$3.90; 
Per- 


lots 


| mand and prices are unchanged. 


JOBBERS’ tf Sh dye TO RE- 
TAILERS, F.0O.B. CHICAGO 

American files, 60-10 per cent off 
list; Nicholson files, 50 per cent off 
list; Black Diamond files, 50 per cent 
off list. 


FISHING TACKLE.—The demand has 


been very heavy this year and with the 
tourist and vacation season at its 
height dealers are reordering in sub- 
stantial quantities. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O0.B. CHICAGO: 

Bronson No. 1800, $1.60 each: 
cago level winding reel, $2 
Symploreel No. 752, $4.90 each, 

GALVANIZED WARE. — Galvanized 
wares are in good demand with the 
busy agricultural and summer resort 
season on, and with best creamery but- 
ter retailing at good prices. There is 
stimulant for dairy utensil sales. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B. CHICAGO: 

Standard galvanized after made 
tubs, No. 1, $5.75: No. 2, $6.50; No. 3, 
$7.65; 10 gt. galvanized after made 
pails, $2; 12 qt., $2.25; 14. qt., $2.50; 

1 gal. all galvanized oil cans, special 
$2.35 doz.; 2 gal., $4 doz.; No. 3. 3 
gal., $5.75 doz.; 5 gal., $7 doz.; 1 bu. 
galvanized baskets, $6.25 doz.: No. 26 
baled % bu. galvanized measure, 
4.50. 


Chi- 
each; 


GARDEN HOSE. — The demand is 
slow and light due to the frequent 
rains. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Garden hose, good quality molded 
hose, % in., lle. per ft.; 12%c. per 
{t.; 5 ply, good quality, wr: upped, \, 
in., 8c. per ft.; % in., 9%c. per ft. 
Lawn sprinklers, Rain King, $28 a 
doz.; original fountain sprinklers, $6 
doz.; Rainbow, 38 in. high, $24 a doz. 


GLASS AND PUTTY.—Manufactur- 
ers have made another advance and 
jobbers will undoubtedly follow suit 
immediately. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
Single strength A, all brackets, 88 
per cent discount; single strength B, 
all brackets, 89-5 per cent discount: 
double strength A, all brackets, 88 
per cent discount; double strength B, 
all brackets, 89-5 per cent discount: 
putty, pure grade, $4.25 per 100 Ib.; 
commercial, $3.50 per 100 Ib. 


HAMMERS AND HATCHETS. — 
Manufacturers report sales rather dis- 
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appointing although demand for staple | 
sellers continues good. 


JOBBERS’ QUOTATIONS aia RE.- 
TAILERS, F.O.B. CHICAGO 

Hammers.—First quality, 10 oz. 
nail hammers, $12 doz.; Maydole, 
$12.60 doz.; 16 oz. machinists’ ham- 
mers, first quality, $9.20 doz.; com- 
petitive grade, 16 oz. nail hammers, 
$6 to $8 doz. 

Hatchets.—First quality hatchets, 
No. 2 shingling, $12.50 doz.; first 
quality hatchets, No. 2 broad, $16.40 
doz.; medium quality hatchets, No. 
2 shingling, $8 doz.; medium quality 
hatchets, No. 2 broad, $12.50 doz. 


HANDLES, AGRICULTURAL. — 
There has been no change in prices 
and sales are running about the same 
as at this time last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
Hay fork handles, straight, chucked 
and bored, X 4 ft., '$2. 40 per doz.; 4% 
ft., $2.70 per doz.; XX 4 ft., $3.90 per 
doz.; 4% ft., $4.20 per doz.: ash fork 
handles, bent, chucked and, bored. 
X 4 ft., $2.90 per doz.; 4% ft., $3.20 
per doz.; ash hay fork handles, bent 
with strap, ferrule and cap, X 4 ft., 
$4.90 per doz.; 4% ft., $5.25 per doz.: 
XX 4 ft., $6.15 per doz.; 4% ft., $7.10 
per doz.; bent manure fork handles, 
plain, X 4 ft., $3.05 per doz.;: 4% ft., 
$3.40 per doz.; XX 4 ft., $4.65 per 
doz.; 4% ft., $5 per doz.; bent manure 
fork handles, with strap, ferrule and 
cap, X 4% ft., $5.25 per doz.; XX 4 
ft., $6.65 per doz.; 4% ft., $7.10 per 
doz.; garden hoe ‘handle, Xx 4% ft., 
$2. 60 per doz.; XX 4% ft., $3.70 per 
doz.; rake handles, X 5% ft. $3.50 per 
doz.: XX 5 » ft., $5.65 per doz.; shovel 
handles, tne pattern, X 4% ft., 
$4.25 per doz.; XX 4% ft., $5.95 per 
a:: wae, $8 per doz.; wood D 
spade handles, X, $4.90 per doz.; D 
shovel handles, X, D. L. top, $4.45 
per doz.; Sturd-E top, $4.50. 
HANDLES, HICKORY. — No recent 
price changes, though the market is 
strong. Sales are moderate. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 
No. 1 (new B. W.) hickory, $4 doz.: 
No. 2 (new B. R.), $3 doz.: second 
growth hickory (new A. W.), $5 doz.; 
finest select second growth hickory 
(new A. A.), $6.50 doz. 
Hatchet and Hammer Handles.— 
No, 1 (new S. B. R.), 90c. doz.; finest 
second growth hickory (new S. A. 
W.), $1.80 doz. 
HINGES.—The market is firm and the 
demand fair. While some foreign made 
hinges have made their appearance in 


-_ 


this country the supply is irregular 


and they are having little effect on the 
market. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Heavy strap hinges in bundles, 4 
in., $1.00; 5 in., $1.30; 6 in., $1.85: 8 
in., $2.62; 10 in., $4.20 per doz.; extra 
heavy T hinges in bundles, 4 in., 
$1.34; 5 in., $1.66; 6 in., $1.95; 8 in., 
$2.96; 10 in., $4.80 per doz. 


ICE CREAM FREEZERS.—Sales are 
increasingly good due to the warmer 


weather. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

White Mountain, 1 qt., $4.80 list: 
2 qt., $5.60 list; 3 qt., $6.75 list: 4 at., 
$8.25 list; 6 qt., $10.45 list; 8 qt., $13.40 
list; 10 qt., $17.90 list; 12 qt., $21.50 
list; 15 qt., $25.60 list; 20 at., $33.20 
list; 25 qt., $42.60 list. Arctic, 1 at.. 
$4 list; 2 qt., $4.60 list: 3 aqt.. $5.45 
list; 4 qt., $6.80 list; 6 qt., $8.60 list: 
8 qt., $11.10 list. All the above less 
50 per cent discount. Alaska, 1 at., 
$2.95 list; 2 qt., $3.45 list; 3 at.. $4.10 
list; 4 qt., $5 list; 6 qt., $6.30 list; 8 
qt., $8.20 list; 10 qt., $10.75 list: 12 
qt., $14 list; 15 qt., $17 list: 20 at., 
$21.50 list. A discount of 20 and 10 
per cent on all above prices. Acme, 
2 qt., galv., $8 doz.; 2 qt., enamel, 
$10 per doz.; 4 qt., enamel, $18 per 
doz. Above prices are net. 

Everybody's Freezers, 1 pt., $3.50; 
1 qt., $4.50; 2 qt., $6; 3 qt., $7; 4 at., 





$8. Prices are each and subject to a 
dealer’s discount of 30 per cent off. 


LAWN MOWERS. — New prices for 
the coming season have been an- 
nounced and are somewhat lower on 
the cheaper grades. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

16-in. ball bearing, 5-knife, 101%4-in. 
wheels, $11.50 each; 16-in. ball bear- 
ing, 4-knife, 10144-in. wheels, $9.25 
each, and $7.00 for cheaper grades; 
16-in. ball bearing, 4-knife, 9-in. 
wheels, $8.50, and $6.75 for cheaper 
grades; 8-in. wheel, 4-knife ball bear- 
ing, $7.25 each, and S62 25 for cheaper 
grades. 


NAILS.—The demand is rather light. 
Prices are fairly well maintained with 
some concessions made to carload buy- 
ers. 


JOBBERS’ QUOTATIONS TO we 
TAILERS, F.O.B. CHICAGO: 

L.c.l. quantities common wire sail 
cement coated nails, current, L.c.1. 
stock orders, $3.10 per keg base, Dec. 
1, 1927, extras. 


OIL AND GASOLINE STOVES. — 
Sales are increasingly good as the sum- 
mer season advances. Prices are un- 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Perfection.— No. 72, 2 burners, 
$17.50; No. 73, 3 burners, $22.50; No. 
74, 4 burners, $28.50. 

Perfection dealers’ discount, 30 and 
5 per cent on lots of 10 or more; on 
less than 10, 30 per cent. 

Puritan (Improved Model).—No. 42, 
2 burners, $17.50; No. 43, 3 burners, 
$22.50; No. 14, 4 burners, $28.50. 

Puritan discounts the same as Per- 
fection. 

Nesco.—No. 212, 2 burners, $17.50: 
No. 213, 3 burners, $22; No. 214, 4 
burners, $28; No. 1103, high shelf 
only, $6.50; No. 1104, high shelf only, 

g 


With vitreous enameled stove stops 
and splash back.—No. 233, 3 burn- 
ers, $36.50: No, 244, 4 burners, $44.50. 

Nesco dealers’ discount, 30 and 5 
per cent. 

Nesco Rolo, 5 burners and oven, 
$90; No. 400, built in oven model, 
$63. Dealers’ discount, 30 and 5 per 
cent. 

Coleman.—No. 322, range, $114; No. 
328, range, $72: No. 325, range, $45; 
No. 329, range, $52.50; No. 324, range, 
$39; No. 330, range, $34.50. 

Coleman dealers’ — ount, 3344 per 
cent. 


OVENS 


Perfection.—No. 211, 1 burner, plain 
door, $2.50; No, 211G, 1 burner, glass 
door, $2.70; No. 112G, 2 burners, glass 
door, $6. 

Dealers’ discount on 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Puritan.—No. 42G, 2 burners, glass 
door, $5.50. 

Dealers’ discount, 10 or more, 30 
and 5 per cent; less than 10, 30 per 
cent. 

Nesco.—No. 05, 1 burner, solid 
door, $2; No. 5, 1 burner, glass door, 
$2.15; No. 020, 2 burners, solid door, 
$4.25; No. 20, 2 burners, glass door, 
$4.50; No. 301, 2 burners, glass door, 
thermometer, $6.40. 


WICKS, ETC. 


Rockweave wick, 25c. each: Per- 
fection and Puritan, $4 per doz. and 
$48 per gross. 

Discounts same as on oil cook 
stoves, ovens and heaters. 
1948-6-1414, $43.62 per 100 rods; 21-58- 
6-4%, $48.98 per 100 rods. 


PAINTS AND OILS.—The demand is 


seasonal and prices are still unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Linseed Oil, Raw.—Barrel lots, 85c. 
per gal.; 5-barrel lots, 83c. per gal. 

Linseed Oil, Boiled.—Barrel lots. 
89c. per gal.; 5-barrel lots, 86c. per 


al. 

Denatured Alcohol. — Barrel lots, 
584%4c, per gal.; steel drums, extra, 
$6, returnable. 
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Turpentine.—Drum lots, 67c. per 
gal., net. 

White Lead.—100 Ib. lots, $13.25: 
50 Ib. lots, $6.75; 25 Ib. lots, $3.40; 1214 
Ib. lots, $1.75. 

Shellac.—(4% lb. cuts), white, $2.20 
per gal, in barrel lots; orange, $2.35 
per gal. in barrel lots. 

English Venetian Red.—In barrels. 
_ per lb.; in 100-Ib. lots, 6%4c. pe 


—— Paste.—Barrel lots, 7%4c. per 
Ib. 


PREPARED ROOFING.—Prices are 
well maintained and sales are very 


large. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best grade slate surface prepared 
roofing, $2.25 per square; best grade 
tale surfaced, $2.25 per square; me- 
dium tale surfaced, $1.75 per square; 
light tale surface, $1.05 per square; 
red rosin sheathing, $55 per ton. 


ROPE.—No changes to report for the 
July-August period. Orders are lighter. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Best Manila, standard brand, 2lc. 
per lb.; No. 2 Manila, 19c. per Ib.; 
No. 1, Sisal, 14%4c. per Ib.; No. 2, 
Sisal, 13c. per Ib. 


SASH CORD.—There is a fair volume 


of sales and prices are firm. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 7 standard brands, $8.15 per 
doz. hanks; No. 8, $9.35 per doz. 
hanks. 


SASH PULLEYS. — The demand 
steady and prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Common sash pulleys, 55c. per doz.: 
barrels, 50c. per doz.; Common Sense, 
2 in., 55c. doz.; barrels, 50c. doz.; No. 
110, 50c. doz.; barrels, 45c. doz. 


Ss 


SCREWS.—Prices are very firm and 


sales are active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Screen doors, No. 266, 2-8 x 6- 
$20.46 doz.: No, 296, 2-8 x 6-8, $24. 66 
doz.; No, 311, 2-8 x 6-8, $20.92 doz.; 
window screens, No. 1833, $4.56 doz.; 
No. 2433, $5.40 doz. 


STEEL SHEETS.—No price changes 


this week. Demand is quite slack. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
28 gage galvanized sheets, $5.30 per 
100 lb.; 28 gage black sheets, $4.20 
per 100 Ib. 
WIRE PRODUCTS. — No change 
prices or demand to report. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 
No. 9 black annealed wire, $3.30 per 
100 Ib.; No. 9 galvanized plain wire. 
$3.85 per 100 lb.; catch weight spools 
galvanized cattle or hog wire, $3.80 
per 100 Ib.; polished fence staples, 
$3.55 per 100 Ib.; wire cloth, black, 
12-mesh, $1.85 per 100 sq. ft.; gal- 
vanized, 12-mesh, $2.05 per 100 sa. 
ft.; bronze, 14-mesh, $5.60 per 100 sa. 
ft.; galvanized poultry netting, gal- 
vanized before made, 60 per cent dis- 
count; galvanized after made, 50-10 
per cent discount. 


WRENCHES.—The demand is good 


and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Agricultural wrenches, 60-10-5 per 
cent discount. Coes’ wrenches, 
40-10 per cent discount; engineers 
wrenches, 50-10 per cent discount on 
new list; Stillson wrenches, 70-10 per 
cent discount; Trimo, 70-5 per cent 
discount. 

Snap-on Wrenches. — Radio — 
electrical sets in metal cases, $2.7 
No. 111, Master Service Set, $15.65: 
No. 202, Heavy Duty Set, $9.75: No. 
404, Flexible Socket Set, $7.50: No. 
608, Crankcase Drain Plug Socket, 
$3.55; No. 900, Square Socket Set. 
$3.70; No. 1878, Giant “Snap-on” with 
extra heavy duty ratchet, $30.55. All 
Snap-on Wrenches less 33% per cent 
discount. 
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Hot Weather Helping Sales in 





(Pittsburgh office of HARDWARE AGE) 

PITTSBURGH, July 24.—Hot weather has given further stimulation 
to the market for seasonal goods. Such lines as wire cloth, screen 
doors and windows, haying forks and rope are particularly active. 
Demand for preserving equipment, another seasonal line, has be- 
come good and promises to continue for some time. “Prices of pre- 
serving equipment generally are about the same as they were one 
year ago. Wire strainers, straining sets, Mason jars and preserv- 
ing kettles share in the demand for this line. Scythes, snaths and 
haying forks are active and have become especially so since develop- 
ment of hot weather, accompanied by sunshine which has followed 
the recent heavy rains. The backward season delayed demand in 
a large number of seasonal lines but they are now enjoying their 
full swing of business. Mobiloil grade A has advanced 5c. a gallon 
while grade D has advanced 15c. a gallon. Collections are only fair. 
The price range as a whole is unchanged but steady. 














AUTOMOBILE TIRES AND TUBES. | BATTERIES.—Fair demand exists for 
—Demand for tires and tubes was quiet | batteries of all kinds. 


















in this market during the ast week. | JOBBERS’ QUOTATIONS TO RE- 
JOBBERS’ QUOTATIONS TO RE- | TAILERS, F.O.B. PITTSBURGH: 
TAILERS, F.O.B. PITTSBURGH: poe n : oo 
Mansfield " : : | ; Packages -ackages 
tiie gles Ae. ee $2.53 $2.33 
Regular Duty Duty | No. 480 0... esses eee BAS 3.33 
Tires, Size 4 Ply 6 Ply Tubes | NO. 772 eee eee ee ee 2,06 1.92 
27x4.40-19 $7. 60 eas $1.55 No. 770 Cou aentdecisacen @ 3.00 2.80 
29x4.40-21 8.00 $9.75 1.65 | No 768 ...........0.. 1.32 1.14 
30x4.50-21 8.90 11.35 1.75 | No. i774 Ea aca: ete e 42 39 
28x4.75-19 9.65 he: 1.88 | No. 763 ....... eee eeee 1.05 97 
29x4, 75-20 10.05 1.85 | No. 766 ee ee 1.40 1.30 
30x4.75-21 10.45 1.95 | No. 779 se eveeseeerees 1.40 1.30 
29x5.00-19 10.40 1.95 No. 767 .............. 2.06 1.92 
30x5.00-20 10.75 2.00 } No. 6 dry cells, ignition type unit 
31 11.20 2 OF | pack: ages, 32%e. each. 
12.35 210 | ss les eg eee 935, 9\e, each; 
11.70 2 05 | No. 950, 9Ke No. 790, 18%6c.; No. 
12.15 2°10 | 705, 28e.; No. 7h0, 18l4c.; No. 761, 25c. 
12/50 14.60 395 | «,Hot Shot.—No. 1461, $1.67; No. 1661, 
12:90 15.10 oo fe 
; i 
x8 13.30 1350 8° | BOLTS, NUTS AND RIVETS. — The 
B0x6. 00- 18 seas 16.60 | market for these lines is only fair. 
) | 
39x6-00-20 “pees iis ee JOBBERS’ QUOTATIONS TO RE- 
33x6.00-21 fags 18.00 9°85 TAILERS, F.O.B. PITTSBURGH: 
34x6.00-22 18.75 2.90 Bolts.—All styles except stove and 
35x6.00-23 19.55 3.00 | tire bolts, per 100 pieces, 60 per cent 
30x6.50-18 eee 20.15 2 80 | off list; stove bolts, 75 and 10 per 
31x6.50-19 eos. 20.60 2.90 | cent off list; tire bo'ts, 50 and 10 per 
32x6.50-20 a> 20.85 3.00 cent off list. 
33x6.50-21 pao 21.50 3.10 | — All styles, 60 per cent off 
30x6.75-18 base 21.35 3.15 lis 
32x6.75-20 Seay 22.50 2350 Fivets. —Large, $3.50 base per 100 
33x6.75-21 ae 23.30 3.50 | pieces: small wagon and tinners’ riv- 
34x7.30-20 one 31.95 3.85 | ets, 60 per cent off list. 
| 
a ome High Pressure Tires and | BOTTLES, CAPS AND CAPPERS.— 





-—~-Cord Casings—~ Heavy | Being seasonal demand in these lines 
























Size poe Seine Duty | is very artive. Prices are unchanged. 
+t a cc $1.20 | JOBBERS’ QUOTATIONS TO RE- 
3023 > Cl ae hittin ieee 1.40 TAILERS, F.0O.B. PITTSBURGH: 
Ext a oe i Bottles.—Crown. 14 02., $6 per 
2x21 Beef Hanis etre oe 1.4 | gross; 28 0z., $8.40; lightning stopper, 
: x3 Se ae 1.40 | 14 02., $7.50; 28 oz., $9 

tet 10°30 170 Bey FIO, 2 ey 99. , 
1x4 - aiteer beet ee ss 210 Caps.- In single gross lots, 18¢. per 
39x4 erg: oe aor | gross; 10-gross lots, 17c. per gross; 
3354 ) BB ehepeee ion re | 50-gross lots. 16c. per gross. 
34x4 12.20 vind pce a ici ao Cappers.—Fiveready, $9 per doz.; 
Rex 1595 20/55 X piv 3 en Indestro, $10 per doz. 

x 9 if) n 97 | 2 
24x41 1915 3205 spy 3x9 | BUILDERS’ HARDWARE.—This mar- 
he Ls a0 ae ees +” | ket is only moderately active. 
0x5 eee 698.30 8 ply 295 JOBBERS’ QUOTATIONS TO RE- 
82x5 21.70 2.95 nly 3.55 TAILERS, F.0.B. PITTSBURGH: 
34x5 = 21.15 & nlv R.A45 Butts.— Ball tip, plated. dull brass 
abd 23.30 2IRR Rk 2en | and antique copver. less than case 
ade ere 28.05 7 lv 4.20 | lots, in 3 in. x 8 in., $18.50 per 100 
itehe cS 29.40 &niv 5.45 | nair: 31% in. x 3% in., $19; 4 in. x 4 
22x6 it 494n 10 nw 5.45 6 | =~ in, $80. 

- pla Pica 4h FN WA nIe Reh Hinges.—Heavy strap. 6 in., $1.85 
vei enee FN IE TA nly 7 RA per doz.: 8 in., $295: 10 in.. $480: 
he 65.9R 10 nlv R OF extra heavy, T, 6 in.. $2.30 per doz.; 
BAX weee) RBA WW NIV 19.90 8 in., $3.40: 10 in.. $5.40; light strap. 
40x8 ee 91.60 12 ply 11.05 with screws, packed one pair in a 





! 








box, 3 in., $9.60 per 100 pair; 4 in., 
$11.60; light, 2, 3 in., $11 per 100 
pair; 4 in., $12.60. 

Hasps.—Hanger, without screws, 
single dozen lots, 3 in., 65c, per doz. ; 
4 in., 79c.; 6 in., $1. 05: safety, 3 in., 
97e. per doz.; il% in. Si;34; @ im., 
$1.60. 

Garage Sets.—Swinging hinges, 10 
in., $3 per set. 


Pittsburgh Territory—Prices Steady 


CHERRY STONERS.—The season for 
this product is near an end and orders 


are limited. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B.° PITTSBURGH: 
Brighton, $8.40 per doz.; Dandy, 
$12; Ienterprise, $12. 


ELECTRIC FANS. — Hot weath: 


r 


keeps the market active for electric 
| fans. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Polar Cub, black, 6-in., each in 
lots of 12, $2.85; 8-in., $3.20; in lots 
of 12, $3; 10-in. stationary, $4.60; in 
lots of 6. $4.35; oscillating, $7; in lots 
of 6, $6.64. 





FARM, GARDEN AND LAWN 
EQUIPMENT.—Activity in these lines 
has been good for some time and con- 
tinues to be satisfactory. The improve- 
ment in demand for scythes, snaths 
and sprays shows no signs of abate- 


ment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Forks, Rakes and Hoes.—Manure 
forks, No. 31, $13.63 per doz.; No. 41, 
$15.24; spading: forks, No. 84, $10.84 
per doz.; No. 72, $14.28; garden rakes, 
No. 014, $5.64 per doz.; No. 512, $8.64; 
No. 514, $9; lawn rakes, No. 124R, 
$5.50 per doz.; field hoes, $6 per doz. 

Barrows.—Garden, No. 81, $3.65 
each; No. 82, $4.75; No. 83, N 
= 75; No. 45, $4.50; No. 35, 
25 $6. 25. 

‘Pieeeecanien:; No. 7, $1.40 per 
doz.; No. 8@3, 90c.; No. 809, $2; No. 
100, $3.50; No. 85, 80c.; No. 02, Zhe. 

Grass Hooks and Shears.—Hooks, 
No. 7, $2.50 per doz.; No. 450, $4; Ger- 
man, $3.60; English, $7: Shears, No. 
$3 per doz.; No. 380, $3.60; No. 
520, $5.50: No. 525, $7; No. 540, $6; 
Duclip, $10.80. 

Shears.—Pruning, No: 25. $2 per 
doz.; No. 0, $4.50; No. 533, $6.50: No. 
4671, $9; hedge, 8 in. blades, $1.25 to 
$1.75 each; 9 in., $1.40 to $1.90; 10 in., 
$1.60 to $2. 

Pruners.—Tree, water, $1.30 to $1.60 
each; Division, $2 to $2.10; Rockdale, 
$1.35 to $1.65; McKinney, $2.60 to 
$3.60. 

Hose, Reels and Nozzles. Garden 
hose in 50- ft. rolls, % in., 9c. per Fe.5 
5 in., 916c.; % in., 11c.; nozzle Ss, $3.60 
to $6. per doe. reels, $1 to $4 each. 

Sprinklers.—Ring, 50c. each: Rain 
King, $2.35; Giant Rain King, $7.50; 
Pluvius, $1.15. 

Sprinkling Cans.—Galvanized, 4 qt, 
$6 per doz.: 6 qt., $6.60; 8 qt., $7.50; 
10 qt., $8.40. 

Lawn Mowers.—12 in., $5 to $8.75: 
14 in.,. $5.25 to $13; 16 in., $5.75 to 
$13.50; 18 in., $8.50 to $14; 20 in., 
$10.50 to $15. 

Sprays.—Bordeaux mixtures, 1 Ib. 
papers, 25c. per Ib.; in 100 Ib. drums, 
l5e. per Ib.; arsenate of lead. 1 Ib. 
papers, 25c. per Ib.; 100 lb. drums, 
16c. per Ib. 

Scythes and Snaths.—Scythes, solid 
steel, $21 per doz.: welded blade, $18; 
Austrian, $14.20; snaths, No. 50. $13.50 
per doz.; Austrian pattern, $12. 

Grain Cradiles.—$54 per doz.; extra 
fingers at $2.40 per doz. 
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Acme Freezers. 


EMERY GRINDERS. — Demand for 


Bright galvanized, 
tapered, 2 qt., $8 per doz.; same size, 
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JOBBERS’ Se Era TO RE- 
TAILERS, F.0O.8. PITTSBURGH: 


this product is generally steady the enameled-galvanized, $10 per doz.; 4 No. 2-O, 20-ft., $4.20 per a: 30- 
year round and is fair at this period. qt. size, enameled-galvanized, $18 per ft., $5.75; No. 3-0, 20-ft., $5; 30-ft., 
| doz.; and 1 qt. size, Junior enameled, $7.25. 


HAYING TOOLS.—This line continues | 


to dealers. 


$4.80 per doz. These are net prices 


WIRE PRODUCTS. — The market is 


potent yong beeper usually it —_ to | «4 Aretic Freezers.—1 at, $45 2 at. quiet. 

an end at this time it promises to last | 4.60; 3 qt., $5.55; qt., $6.80; 6 qt., : 

' vnato P This is d | $8.60: 8 gt., $11.10; 10 qt., $14.80; 12 JOBBERS' QUOTATIONS TO RE- 

or two weeks or more. is 1S due to} at., $16.65; 15 qt., $23.30. These are TAILERS, F.O0.B. PITTSBURGH: 

the backward season and the amount | list prices. Jobbers quote dealers’ (Fence Wire 

of sunshine that has followed recent discount of 50 per cent off this list. } on P. > —_— oe — anined 
suns , ‘ pee . : | No. 6 to 9 gage....... P 3.50 

heavy rains. PAINTING SUPPLIES AND OILS.—/| No. 10 ................ 3.10 3.55 
JOBBERS’ QUOTATIONS To RE- | Demand for paints and wind glass is) QO }} ---:0reseee0 =i ae 
ae F.0.B. PITTSBURGH: | good. Grade A Mobiloil has advanced Bs BE ccdanewatg suns tee 3.30 3.85 
yee ble tei GMs Habs: | Se a gallon and now takes a list price | S848 200000005 ae 
single. Lecaomes $3.50. ‘ P of $13 per case of 10 one-gallon cans. Ah RENE eer 3.80 4.45 


Barbed Wire (per 80-rod ones 


ICE CREAM FREEZERS.—Sales are | Gade D Mobiloil has advanced l5e. 9) 9 point ‘cattle one seseseeeeene 82 97 
comparatively small for this season. gallon to a list price of $16 per case of | 2-point hog ............++eeeee- 318 
JOBBERS’ QUOTATIONS TO RE- | 19 one-gallon cans. The trade discount) — {7Peint cattle 1200.2 7 
TAILERS, F.O.B. PITTSBURGH: is 25 per cent. 2-point cattle (special).......... 2.25 


Field Woven Wire Fence (per 100 


Fe Alaska Freezers.—1 qt., $2.95 each; JOBBERS’ QUOTATIONS TO RE- | rods): 
a ae eS ea vo Seems TAILERS, F.0.B. PITTSBURGH: Reever nie ree $39.80 
$8.20 ae ‘io at "si 7. pone 12 _ Ready mixed paints, best grades, _. a ere ee rere SC 
$14 each: 15 at $17 each: and 20 at., $2.60 per gal.; lower grades, $2 (whites | 8 eT ae Re ee = 27.70 
e555 coach. ° Warden abe dat | otknee and dark greens, 12c. per gal. higher); —| T26- 9 veeeeeerececeeeeeeeneees 37.00 
which are subject to dealers’ die- white lead, 13%c. per Ib. in 100-Ib. | oe RAE BR ie Say 35.80 
count of 20 and 10 per cent. . ; lots; 10 per cent less in lots of 500 Ib. } poh Me CEP eres rte 49.20 
Alaska Gray Gooes Preezers.—1 at | or more, and extra 4 per cent less in oy and rabbit (No. 14 gage): 
$3.25 each; 2 qt., $3.90 each; 3 qt., lots of a ton or more; turpentine, 72c. IND, BBOE Sess csccevecocesuedh bots $36.50 
$4.65 each: 4 qt., $5.70 each: 6 qt., | Per gal. in barrel lots; raw linseed | No. 1948 Fete eet e eee eee ee eens 44.00 
oe each: 8 qt. $9.35 each; 10 at., oil, 11.8c, per Ib. in barrel lots. ON eee ee eOr vewsiae vee 49.50 
2.50 each. se is ices, . [ow F , sala 
7 SOOM. «Tene, See ee peteee | SCREEN WIRE GOODS.—Demand is Galvanized Painted 


which are subject to a dealer’s dis- 


Tubular Formed 


| ae 
count of 20 and 10 per cent. | lively. 
i rot } Seer 50c. each ......... 
$5.60 each; 3 at.” $6.75. each; 4 at. JOBBERS’ QUOTATIONS TO RE- | 6 ft. ...........- 55c.each 38c. each 
s ‘ TAILERS, F.0.B. PITTSBURGH: | FFE, vecsccssvcser 65c. each 40c. each 


$8.25 each ; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are subject | 
to dealers’ discount of 50 per cent. | 
Blizzard.—1 qt., $4.65 ro: A qt., | 


$5.50; 3 qt., $6.50; 4 qt., $8; , $10; | .. No " $18 Fag d 


t., $13; 10 qt., $17; 12 at., "sat: ” gub- No. 457- Gib, $22 


ject to a discount of 55 and 7% per 


Ba. 5 Doers —2 ft. 8 in. 6 ft. 8 


Screen atin cWineken frame, 


OT TE Pe 45c. each 


i aa 7% ft. 
pers iv" in’ We: yg So ios fa Bright nails, base, per keg, $2.90. 
5.75. 


ROLLER SKATES.—The heated pe- 
oz. No. 88, $24: riod is not a time of activity in the 

315-B14, $42. market for roller skates and it is quiet. 
Jobbers’ price to retailers on Chieftain 


ar = i 1 . 6s h: | Sheer eeBa $a maa per $3716 15-33, * h 
ightning.— at., each; 2 at., 3.85; 18-33, $4.40; 24-33, $5.10. No. wheel skates remain 
r a 3 at., $6.50; a 6 qt., $10: | Hardware Cloth.—24 in. x 48 in., 0. 400 balloon ° cat 

No. 2, $4 ner 100 sq. ft.; No. 3, $4.30; unchanged at $1.45 per pair. 


» $13; 10 qt., ‘siz? ‘2 t., $21; sub- 
a 'to a’ discount of 55 SS cent. 

Auto-Vacuum Freezers.—No. 1, $3.33 

net; No. 2, $4 net; No. 3, $5.33 net, 


to dealers show a discount of 33% 
per cent off list. 


Poultry Netting. "Galvanized after 
weaving, 50 and 10 per cent off list. 


and No. 4, $6.67 net. These net prices | TIE-OUT CHAINS. 
! has developed for this product. 


| 

| No. 4° $4.65; No. 6, $5; No. 8, $5.50. 
| 

| 


PRESERVING EQUIPMENT. — De- 
mand for this line is very active. Job- 
— Good demand | bers’ price to retailers of Everedy No. 
| 300 strainer sets is $10 per dozen. 





Many Hardware Items In Clean-Up, 
Paint-Up Campaign 


(Continued from page 56) 


These campaigns are conducted under the auspices of 
the National Clean Up and Paint Up Campaign Com- 
mittee of 243 West 39th St., New York. This com- 
mittee is an integral activity of the National Paint, Oil 
and Varnish Association, Inc., and is supported by indi- 
vidual firms of the paint, varnish and allied industries, 
regardless of membership in the association. The Amer- 
ican Paint & Varnish Manufacturers Association, Inc., 
is closely associated in this work. 

This year Charles J. Casper of the Pittsburgh Plate 
Glass Co. is chairman of the committee. He was ap- 
pointed by the National Paint, Oil & Varnish Associa- 
tion, Inc., and will report to that body. R. W. Emerson 
is executive secretary and in charge of the office and 
detailed work. 

“Any city or town can put on a successful clean-up 
and paint-up campaign at any time except during the 
very cold weather,” says Mr. Emerson. “This work was 
organized in 1912, and through the experience of years 
we have learned the method of organization that brings 
best results. 

“Any hardware man can organize a campaign for his 
city or community. The best plan is to interest the 
Chamber of Commerce, the mayor, Rotary or similar 


club and let them carry on. It is not necessary for the 
hardware merchant to carry a banner nor proclaim him- 
self leader. He can work silently and effectively if he 
will cooperate with the campaign through his show win- 
dows and store display he can greatly increase his trade. 

“We have all printed supplies necessary for such a 
campaign, and the most necessary thing to get best re- 
sults is to keep a close record of what is accomplished. 

“After-results are good for hardware merchants 10 
many ways. These campaigns make people paint con- 
scious, and they carry on. And, for instance, the cam- 
paign cleans up many vacant lots. These can be turned 
into playgrounds and sports fields, and the young people 
who use them will buy sporting goods. 

“Our organization also supplies materials for many 
follow-up campaigns, such as ‘Old Home Week,’ special 
drives for July 4, Labor Day, Thanksgiving, Decoration 
Day, Christmas, Fire Prevention Week, and the like. 
The campaign is of great benefit to a community and a 
trade-builder for the hardware merchant. We ivite 
correspondence from hardware merchants where such 
campaigns have not been conducted recently. Hardware 
merchants have been active in campaigns in Pittsburgh 
and Toronto this year and have profited.” 
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Moderate _— Reported by Jobbers 


Serving New York Territory—Prices Firm 


(New York Office of HARDWARE AGE) 


New YORK, July 24.—Moderate business is being reported by 


local wholesale hardware firms. 


It seems that current volume com- 


pares on an almost even basis with the business done at the same 


period of 1927. 


a fair call. 


Due to vacation schedules most local concerns are somewhat short 
handed, which gives the casual observer an idea that they are un- 
usually busy. There are few price changes being made and in most 
items New York wholesale stocks may be censidered adequate for 


requirements. 


Collections continue to average fairly good in this section. 


BATTERIES.—In anticipation of the 
Tunney-Heeney fight broadcasting radio 
batteries had a very active call last 
week. New prices were issued July 16 
on radio and ignition batteries. These 


show declines on Layerbilt batteries. | 
The latter have a steady demand for | 


motor boat work along the 
fronts. Local wholesale stocks appear 
satisfactory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Dry cells, No. 6, ignition 
$2144¢.; No. 7111, same type, 
each. 

Hercules, No. 6, 
each in lots of 50 

B batteries, No. 767, 
units of 5, $1.92 each; No. 772 (ver- 
tical type), $2.06 each; in units of 5, 
$1.92 each; heavy duty vertical type, 
No. 770, $3 each; in units of 5, $2.80 
each. Layerbilt No. 486, $3.20 each; 
units of 5, $2.97; New Layerbilt, No. 
485, $3.22 each, in units of 5, $2.97 
each. 


type, 
35% bc. 


ignition type, 23c. ° 


$2.06 each; in 


shore | 





BOLTS AND NUTS.—Firm prices and | 


a moderate demand reported. Local | 
wholesale stocks are adequate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Carriage bolts, 55 off list. 
bolts, 60 per cent off list. 

Stove bolts, 80 per cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
fee! per cent off list; 11%4 to 1%, 30 off 


Coach screws, 55 off list. Cast 

bolts, 60 per cent off list. Step bolts, 

50 per cent off list. 
BUTTS.— Fairly steady sale, with 
prices the same. Jobbers quote in case 
lots, 18% cents for 3% by 3% steel 
butts; the same in smaller quantities 
are quoted at 19 cents. 
CARPET SWEEPERS.— Steady de- 
mand, with prices the same. Local 
stocks appear ample. 

JOBBERS’ QUOTATIONS To RE- 

TAILERS, F.0O.B. NEW YORK 


_Carpet sweepers, Standard, $3 ‘weak: 
Iniversal japanned, $3.50 each: Uni- 
persal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each: 
Grand Rapids, nickel plated, $4 each: 
Elite, $5 each; Princess, $4.17 each: 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Auuto clocks and smaller 
Sizes suitable for traveling continue to 


| 


Cast 


| 
| 
| 
| 


dominate in the sale of clocks. 
clock sales are reported as fair. Prices 
are unchanged and local stocks are ad- 
equate. 


FANS, ELECTRIC.—On warm days 
such merchandise has a steady sale. 
Prices are the same. 
fair. 


FREEZERS, 
report a steady sale particularly good 
on the hotter days. 
has been irregular but in the aggregate 
satisfactory. Prices are firm and local 
wholesale stocks apparently adequate. 


Certain hot weather specialties such as thermos 
jugs and bottles, electric fans, beverage equipment and ice cream 
freezers are quite active but the general run of shelf goods has only 





Alarm 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, $2.46. 

Blue Bird, luminous dial, 
Blue Bird, $1.22; Sleepmeter, 
Sleepmeter, luminous dial, 
American, $1.05. 

Auto clocks, Westclox, plain, 
same luminous, $2.46. 

Baby Ben De Luxe color assort- 
ment of three clocks, one each, Rose, 
Blue and Green at $7.92. Display 
stand included with each assortment. 


$1.76; 
$1.40; 
$2.10; 


$1.76; 


Local stocks are 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Electric fans, 8 inch size, non-os- 
cillating, A.C., $5.60 to $6.00; same 
universal, $5.60; same, 10 inch size, 
for A.C., $8.00 to $8.60. 

Oscillating fans, 10 inch size, A.C., 
$12.40; for universal, $14.40; Oscillat- 
ing fans, 12 ich, A.C. or D.C., 
$24.00; same, 16 inch, $28.00. Prices 
are each for 1 to 9 fans. 

Competitive grade electric fans, 8 
inch, $3.15 each; lots of 10 in a case, 
$3.00 each; same, 9 inch, $3.85 each, 
and in lots of six to a case, $3.67 
each; same, 10 inch, $4.90 each, and 
in lots of six to a case, $4.67 each. 
These are all non-oscillating fans, 
Same grade, 10 inch oscillating, $7.00 
each, and in lots of six to a case, 
$6.67 each. 


ICE CREAM.—Retailers 








Wholesale demand 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 

Acme freezers, 2 qt., bright, gal- 
vanized tapered, $8 per doz.; same 
enameled galvanized, $10 per doz.; 4 
qt., enameled-galvanized, $18 per doz., 
and pint size, Junior enameled, $4.80 
per doz. 

Arctic freezers, 1 4 see. 2: Qt; 
$2.30; 3 qt., 78; 4 ; "$3. 44; 6 at., 

$5. $7.40; and 12 


$4.30; 8 qt., 55; 
qt., $8.33. Prices are each and NET. 
No. 1, $2.33; 


Auto vacuum freezers, 


and No. 4, 
NET. 

$2.67 each. 
pt., 
$7; 


prices, 


No. 2, $2.67; No. 3, $3.33; 
$4. Prices are each and 
Gasco Effortless freezers, 
Everybody's vacuum freezer, 1 
$3.50; 1 at., $4.50; 2 qt., $6; 3 at., 
and 4 qt., $8. These are LIST 
per each, and are subject to a deal- 
ers’ discount of 30 per cent. The 
EXverybody’s freezer is gray enameled 
Peerless freezers, cottage special, 
» $1. 50 each NET. 

Mountain freez 1 
62.83; 3 qt., - 4 ot., 
3; 8 qt., $6.75; 10 at., 
8; 15 qt., $12.80; 20 at., 

P ric es are each and NET. 


qt., 


316.80 80. 


NAILS.—Local distributers predict an 
advance of approximately 10 cents per 
keg, to become effective for the last 
quarter of the year. It is likely that 
such an advance would be announced 
some time in September, to become 
effective on Oct. 1. Current demand 
is fairly good. Stocks are satisfactory. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Common nails, bright, 
25 per 6d, $4 per keg: 
$3.85 per 10d, $3. per 
Common nails, galvanized, 
$6.75 per 6d, $6.50 per keg: 
$6.35 per and 10d, $6.25 per 
Wire box nails, smooth, 4d, $4.45 
per keg; 6d, $4.10 per keg, and 8d, 
$3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg: 6d, $4.35 
per keg; Sd, $4.10 per keg, and 10d, 
$4 per keg. Wire finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, $6.60 per keg, and 10d, 
$6.50 per keg. 
FRUIT PRESSES.—Becoming more 
active. Good trade expected on this line. 
Prices are not expected to change. 
Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 

Fruit presses, plain hinged tub, 
0, $6.00; No. 21, $7.50; No. 22, $8.50; 
No. 22%, $10.50; No. 23, $13.5 50, and 
No. $18.00. are each. 

farce type No. 5A, 
$10. 50; No. 5, $13.50; $18.75: 
No. $24.00; No. 2B, No. 
2A, 333°75. Prices are 

Juicy fruit presses for 
at., $3.60; 6 qt., $4.50; 

Prices are each, 

Fruit crushers, No. 14, plain type, 
$5.25; No. 11, wheel crusher, $7.13- No. 
8, wheel crusher, $9.00; No. 30, galv 
plain crusher, $6.25; No. 20, galv. 
crusher, $10.00, and No. wheel 
fruit crusher, $11.25. Prices each. 

OIL COOK STOVES.—Steady demand 
reported. This line has its best appeal 
for this territory among Long Island 
and Jersey towns. Prices are the same. 
Stocks are satisfactory. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK 

Perfection oil cook stoves, 
full white porcelain enamel, 
ara. 1 Giant Superfex burner, built- 
in oven with white cabinet, $140; No. 
74, satin-black finish, 4 cobalt porce- 
lain burners, $28.50 for stove only, 
with white cabinet, $41.50; with black 
cabinet, $36.50; same with 3 burners, 
$22.50, $33 and $29; same with 2 burn- 
ers, $17.50 for stove alone and with 
black cabinet, $22.75. 

These are list prices subject 
discount of 30 and 5 in lots of 10 or 
more and for lots of less than 10, 30 
per cent off list. 

Nesco oil cook stoves, No. 500, $56; 
No. 400-L, $38.50; No. 400-R, $38.50; 
No. 212-1102, with high shelf, $15.93; 
No. 213-1103, with high shelf, $19.95: 
No. 214-1104, with high shelf, $25.20; 
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Nesco ovens, No, 5, $1.50; No. 10, | SASH CORD.—Fairly good sale, with 

$2.63; No. 20, $3.15; and No. 301, $4.48. Pemenen stam : - 

NESCO prices are NET. prices shown here representative of lo- 
Coleman camp stoves, No. 2, $8.50, cal offerings. Stocks are adequate. 


$ io, 5.25. Yolemz Gipsy cz 
aa ee JOBBERS’ QUOTATIONS TO RE- 


Coleman Air -O-Gas stoves, No. 322, | TAILERS, F.0.B. NEW 
$76: No. 323, $17.60: No. 324, $26: No. Sash cord, Samson spot No. 8, 67c. 
$325. $30 No. 326, $16; No. 327, $19; Aetna No. 8, 304%c.; and Phoenix No. 
No. 328, $48: No. 329, $35; No. 330, &, 41c. : 
23, on oa Pow No, 7 is le. higher and No. 6 is 3c. 
COLEMAN prices are each and higher on all brands. | 
NET. | SCREWS.—There is practically no talk 


ROLLER SKATES.—Has been very | about the recent rumor of an advance 
good. Last week sales were only fair.| on wood screws. Local distributers 
Prices are the same and stocks are| express a doubt that any higher price 






adequate. will be announced in the near future. 
JOBBERS’ QUOTATIONS TO RE- | Current demands are normal, with | 
TAILERS, F.O.B. NEW YORK: | stocks adequate. 
Roller skates, extension, web heel | 
and toe straps, plain steel rolls, 72c vine © ee ae weer: ne- 
a ee ee with — clamps and } Wood screws, flat head, bright iron: 
web heel, 78c_ per pair; same for | 59-10-10; round head, blue, 45-10-10: 
boys, with self-contained ball bear- | < pio gy eR pea 1, 27 
ing wheels, $1.42 per pair; for girls, round head, iron, nickel plated, 27% 
$1.62 per pair. | 10-10; flat head, galvanized, 20-10- 10: 
“ofa peal a7 ; | flat head, brass, 45-10-10: round head, 


toller skates accessories: Keys, | 
2'%c. each; skate wheels, with self- 
contained ball bearings, 10c. each; ae AA Si x ‘ : 
ball bearings, 15c. per 100; axles, 3c. Machine screws, flat and round 
each; cotter pins, 15c. per 100; axle | head, brass and iron, 70 per cent 
nuts, $1 per 100; axle nut washers, | oft list. 
60c. per 100; adjustment binding bolt, | SCREENS.—Steady sale reported. Re- 
65c. per 100; adjustment binding bolt | 
nut, 65c. per 100, and toe clamps, 12c. | z 
per pair. capil : | wholesalers. Business to date has been 
Chieftain line, No. 0, for either | . ? * —. its 
boys or girls, seif-contained ball bear- | satisfactory on this line. Prices are the 


ings, $1.45 per pair. | same. Stocks are fair. 


brass, 40-10-10. These discounts ap- 
ply to new standard screw lists. 


tailers having more active call than | 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0O.B. NEW YORK: 
Window screens, Diamond FE, all 
metal frame, with Opal galvanized 
wire cloth, No. 14 mesh, No. 1. $8; 
No. 2, $10; No. 3, $12; No. 4, $14; No. 
5, $12; No. 6, $14; No. 7, $16. 
Diamond E with Liberty golden 
bronze wire cloth, No. 16 mesh, No. 
11, $12; No. 12, $14; No. 13, $16; No. 
14, $18; No. 15, $16; No. 16, $18; No. 
aX, 


° E prices are net per doz. 

Liberty Brand, all metal screens, 
galvanized wire cloth, No. 14 mesh, 
No. 21, $6.80; No. 23, $9.20: No. 24, 
$10; No. 26, $10.80; No. 27, $12. 

Liberty Brand with bronze wire 
cloth, No, 16 mesh, No. 31, $10: No. 


33, $12.80; No. 34, $14; No. 36, $14.80; 
No. 37, $16. 

| Liberty Brand screens are net per 
doz. 


| SPARKLET SYPHONS.—Replacement 

| sales very good for Sparkers and 
syrups. Bottles moving well. Prices 
are the same. Stocks are ample. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. NEW YORK: 

Sparklet syphons, No. 41, $4.25 each; 
in lots of six or more, $4 each. Spark- 
ers, 9 7/12c. each, packed in cartons 
of one doz. Sparklet syrups, 50c. per 
pt. bottle. 

Extra parts, pin washers, 15c. each; 
piercing pins, 15c. each; tubes and 
washers, 50c. each; tube washers, 
15e. each; head, complete, $2 each, 
and Sparker holders, 50c. each 





Show Card Writing for the Beginner 


(Continued from page 48) 


same size brush for shading as used in making the letters. 
Do not run the shade so it will touch the letters, but keep 
away at least 1/16 of an inch. The black shading will make 
the white lettering stand out as if raised. 

In designing or laying out a show card, the margin is the 
first thing to consider. On a one-half sheet, allow at least 

4 in. to 2% in. all around the outside edge of card; re- 
member, the wider the margin, the better effect the card 
will produce. It is a mistake to try and feature too many , 
words in large type. Small lettering with plenty of open 


ontinental 
CLOTH 


4 
space and width between lines will be easier to read than a . 
card crowded with large type. In OW ail ] Ms | OF 


Mr. Jowitt’s next article will 
appear Aug. 9. Watch for it. 
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Hot Weather Last Week ‘Took Some of 


the Pep Out of New cngpnen Business 


(Boston Office of HARDWARE AGE) 


BOSTON, July 24.—Hot weather last week took some of the pep 


out of the New England hardware business. 


many kinds of outdoor work and that fact was reflected to some ex- 


tent in retail and jobbing sales. 


Weather conditions 


haying, however, and a large amount of haying tools was sold. There 
was a somewhat belated call for certain kinds of merchandise, such 
as hammocks, screens, doors, Flit and other kinds of fly destroyers, 


as well as vacation and miscellaneous goods. 
sales were a little larger than might have been expected. 


Collectively jobbers’ 
Possibly 


the most encouraging feature of the hardware market today is the 
growing interest among retailers in goods that will be required this 


fall. 
Collections are only fair. 


Quite a few New England mill towns 


are rather dull just now and retailers located in such localities are 
decidedly conservative in purchases. 


AUTOMOBILE TIRES.—Sales have 
dropped off somewhat, retailers in gen- 
eral having covered their immediate re- 


quirements. 
We quote from Boston jobbers’ 
stocks: 
Tires. — Mansfield line, Clincher, 
heavy duty, 30 x 3%, $7.25 each; 


straight sides, ¢ 
$11.40; 32 x 4, $12.10; 32 x 4%, 
34 x 414, $17.15; 35 x 5, $23.30. 

Tires. we line, truck, 8 ply, 
; 33 xX 4%, $21.30; 34 x 
: ck &, $28.95; 34 x 5, 
35 x 5, $31.85; 10 ply, 32 x 6, 
$32. 40; 36 * 6, 46.60; 34 x 7, $60.15; 
38 x 7, $65.35; 12 ply, 36 x 8, $85.35; 
40 x 8, $91.60. 

Tires.—Mansfield line, balloon, four 


ply, 27 x 4.40, $7.60 each; 30 x 4.50, 
$8.90; 29 x 5.75, $10.05; 30 x 4.75, 
$10.45; 29 x 5.00, $10.40; 30 x 5.00, 
$10.75; 31 x -2,00, $11.20; 30 x 5.25, 
$12.50; 31 x 5.25, $12.90. Six ply, 29 
x 4.40, $9.75; 30 x 4.50, $11.35; 31 x 


5.25, $15.10; 30 x 5.50, $16.45: 30 x 6.00, 


$16.60; 31 x 6.00, $17.10; 32 x 6.00, 
$17.40; 32 x 6.75, $22.50. 
Tubes.—Rambler: 

30x3% 29x4.40 30x4.50 
Res i adis-a:3 .69 .86 $1.05 
mat @roas 4... .12 .89 1.10 
Carton (12) .. .75 .92 1.15 
eS eas .80 98 1.20 


BATTERIES.—Two styles of Eveready 
B layer built batteries have been re- 
duced in price. In less than unit pack- 
ages No, 485, which was $2.53 each net, 








is now $2.22, and No. 486, which was | 


$3.58, is now $3.20. In unit packages 
of five, No. 485 is now $2.06 each net, 
and No. 486, $2.97. 


We quote from Boston jobbers’ 
Stocks: 

Batteries. — Columbia, dry cell, in 
lots of 50, 32c. each net, freight al- 
lowed. Hot Shot, in barrel lots, No. 
1461M, $1.65 each net; No. 1562M, 
$1.97; No. 1662M, $2.34. In less than 
barre] lots, No. 1461M, $1.75; No. 
1562M, $2.07; No. 1662M, $2.45. 

Radio.—Dry cell, in lots of 50, No. 
7111, 35c. each net; in smaller lots, 
40c. each net. B batteries, in units 
of 5, No. 767, less than unit packages, 
2.06 « each net; unit packages, $1.92. 
No. 770, less than unit packages, $3; 
unit packages, $2.80. No. 772, less 
than unit packages, $2.06; unit pack- 
ages, $1.92. Storage batteries, 6 to 9, 
$9.75 each net; 6 to 11, $11.10; 6 to 
13, $13.05. 





FANS.—The hot weather last week 
stimulated buying of electric fans. The 
average retailer is still buying cautious- 
ly, however. 
We quote 
stocks: 
Fans.—Electric, Polar Club, Junior, 
6 in., in lots of less than 12, $3 each 
net! 12 or more, $2.85; 8 in., less than 
12, $3.20; 12 or more, $38. Senior, os- 
cillating, 10 in., less than six, $7 each; 
six or more, $6.25; stationary, less 
than six, $4.60; six or more, $4.35. 
FREEZERS.—Business in freezers is 
picking up, say jobbers. One house 
says it sold more freezers the past week 
than in any similar period this summer. 
Jobbers’ stocks are in good condition 
and prompt deliveries can be made. 


from Boston jobbers’ 


We quote from Boston jobbers’ 
stocks: 

Alaska Freezers.—1 qt., $2.95 each; 
2 qt., $3.45 each; 3 qt., $4.10 each; 
4 qt., $5 each; 6 qt., $6.30 each! 8 qt., 
$8. 30" each; 10 qt., $10.75 each; 12 qt., 


$14 each; 15 qt., $17 each, and 26 qt., 
$21.50 each. These are list prices 


which are subject to a dealers’ dis- 
count of 20 and 10 per cent. 


Alaska ‘ie Goose Freezers. = qt., 





$3.35 each; qt., $3.90 each; 3 qt., 

$4.65 each! 4 qt., 33. 75 each: 6 at., 
$7.25 each; 8 qt., $9.35 each; 10 qt., 
$12.50 each. These are list prices 


which are subject to a dealers’ dis- 


count of 20 and 10 per cent. 

White Mountain Freezers.—2 qt., 
$5.65 each; 3 qt., $6.75 each; 4 qt., 
$8.25 each; 6 qt., $10.45 each; 8 qt., 
$13.50 each, and 10 qt., $18 each. 
These are list prices and are sub- 
ject to dealers’ discount of 50 per 
cent. 

Auto-Vacuum Freezers.— No. 1, 
$3.33 net; No. 2, $4 net; No. 3, $5.33 
net, and No. 4, $6.67 net. These net 
prices to dealers show a discount of 
33% per cent off list. 

Acme Freezers.— Bright, galvan- 
ized, tapered, 2 qt., $8 per doz.; same 
size, enameled-galvanized, $10 per 
doz.; 4 qt. size, enameled-galvanized, 
$18 per doz., and 1 qt. size, Junior, 
enameled, $4.80 per doz. These are 
net prices to dealers. 


Arctic Freezers.—1 qt.. $4: 2 qt., 
$4.60; 3 qt., $5.55; 4 qt., $6. 80: 6 qt., 
$8.60: 8 qt., $11.10: 10 qt., $14.80: 12 
qgt., $16.65; 15 qt., $23.30. These are 


Jobbers quote dealers’ 
discount of 50 per cent off this list. 

ere | Freezers.—No. 01, 1 
gt., 94: No. 1, 2 gt., $6.50; No. 2, 2 


list prices. 





It was too hot for | 


were ideal for | 











s . Me 3, 3 qt., $8, and No. 4, 
: o™ ¥ 30. All gray enameled These 
are list prices am Be to dealers’ dis- 
count of 33%, per cent. 
FRUIT PICKERS.—Another favorable 
week is reported in the demand for 
fruit pickers. Sales are fully up to those 
of the corresponding date last year. 


We quote from Boston jobbers’ 
stocks: 
Fruit Pickers.—Peerless, No. 299, 


without wire-wound socket, $5.50 per 

doz. net; Perfect, No. 327, $5.50. 
GALVANIZED WARE.—Jobbers are 
taking orders for galvanized ware for 
fall delivery. Sales of ash cans have 
been quite satisfactory, an indication 
the retail carryover last season was 
small. 

We quote 
stocks: 

Ash Cans.—National Enameling & 
Stamping line, No. 171, $3.12 each 
net; No. 181, $3.50; No. 190, $4; six 
ribs, No. 0180, $2.25. Reeves line, in 
lots of 25, No. 260, $1.80 each net; 
No. 26, $3.50; in lots of less than 25, 
No. 260, $2 each; No. 26, $3.80. Hill- 
son line, No. 7, $14 per doz. net; No. 
1724, $24; No. 1800, $31. 


from Boston jobbers’ 





Garbage Cans.—No. 7 $1.05 each 
net; No. 2, $1.44; No. $1.68; Reeves 
line, 3 gal., $6.72 per PR, net; 5 gal., 
$9.36; 7 gal., $11.28; 10 gal., $12.84 


Underground, 11 gal., $9.75 each net; 

13 gal., $12.25; No. 15, $10. Refuse 

container, 14 x 22 in., $11 each net. 
HAMMOCKS.—A much better move- 
ment of couch hammocks out of job- 
bers’ stocks is reported. Demand runs 
to all colors and types. 


We quote 
stocks: 


from Boston jobbers’ 


Hammocks.—Couch styles, khaki 
colored drill, $8 each net; drill with 
adjustable back, $12.50; khaki duck, 


adjustable back, box mattress, $13.50; 
striped duck, head rest, adjustable 
back, box mattress, $18; striped duck, 
head rest, adjustable back, boxed 
mattress, broad arm rest, $20; glider 
types, striped duck, mattress, ad- 
justable back and head rest, $30; 
striped drill, without head rest, sus- 
pended from steel underslung stand, 


$18. 
Canopy.—No. K7, $6 each; Khaki, 
No. K2, $4.35. 
Stands.—No. 63A, $3 tach net. 
PRESERVING EQUIPMENT. — Pre- 


serving equipment of all kinds is enjoy- 
ing a broader market. Just now many 
housewives are putting up fruits and 
fruit juices. 
We quote 


from Beeston jobbers’ 


stocks: 
Bottle Cappers. — Eveready line, 

No. 100s, $9.20 per doz. net; No. 101s, 

$10; No. CB, $21. 
ROOFING MATERIAL.—The move- 
ment of roofing material has been 
somewhat backward since the recent 
advance in prices. When the average 
retailer buys he takes only enough 


stock to fill immediate requirements. 


We quote from Boston jobbers’ 


stocks: 


Roofing Paper.— Smooth surface 


rolled, Continental heavy, $2 per roll 
net; extra heavy, $2.40: Apex, me- 
dium heavy, $1.60: Battle Axe, light, 
$1.15; medium. $1.45; heavy, $1.70. 
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Mineralized surface, Continental, 
$2.55 per roll net; Balmar, $2.35. 
Shingles.—Three tab hexagon strip, 
10 in., $4.80 per square net; 12% in., 
$6.20. Giant individual, green and 
blue black, $9.20; color tint, $9.50. 
Building Paper.—In 500 ft. 
Red Star sheathing, $1.10 per roll 
net; Continental black, $2.20. in 250 
ft. rolls, $1.25. Continental red rosin, 
$61 a ton; deadening felt, $113; as- 
phalt No. 15, $75. 
SCREENS AND DOORS.—The current 
movement of screens and doors both 
out of retail and jobbing stocks is very 
much better than it was around the first 
of July. Jobbers say they have cleaned 
up on one or two sizes and have been 
obliged to order in fresh goods. 


We quote jobbers’ 
stocks: 

Screen Doors.—From stock, No. 241, 
2.6 x 6.8, $19 per doz. net; 2.8 x 6.8, 
$19.88; 2.10 x 6.10, $20.94; 3.0 x 7.0, 
$21.88; No. 384, 2.6 x 6.8, $26.69; 2.8 


from 3oston 


x 6.8, $27.81; 2.10 x 6.10, $29.06; 3.0 x 
7.0, $30.13; No. 545G, 2.6 x 6.8, $41.69; 
2.8 x 6.8, $43.13; 2.10 x 6.10, $44.88; 
4.0 x 7.0, $46.44. 


Factory Shipments.—Deduct 10 per 
cent from the above prices. Freight 
is allowed in the distribution of cars 
from factory. 
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booking orders for vacuum cleaners, 
which are to be shipped out within the 
near future on a fall dating. The sea- 
son is opening very encouragingly. 

We quote from Boston jobbers’ 
stocks: 

Vacuum Cleaners.—Universal elec- 
tric, complete with attachments, No. 
57201, $35 each net; in lots of three, 
33.75 each; in lots of 12, $32.50 each. 
Bee Vac, without attachments, in 
lots of three, model G10, $20.10 each 
net; B30, $23.65. Attachments, $3.50 
per set. 


WINDOW GLASS.—Following the re- | 
cent second advance in window glass | 


by the .manufacturers, jobbers have re- 
vised their prices upward. Revised 


| prices follow: 


VACUUM CLEANERS.—Jobbers are | 


Griswold Combination Cooker 
The Griswold Mfg. Co. of Erie, Pa., is 
manufacturing a combination cooker made 
of cast aluminum ware. With this product 





an entire dinner can be prepared over one 
burner, by means of waterless cooking. 
This is not a new method of preparing 
food but has been brought back into popu- 
larity in recent years due to the many ad- 
vantages which accrue from its use. Water- 
less cooking is the cooking of very juicy 
meats, fruits, and vegetables in only the 
water which clings to them after washing. 
The less juicy foods require a little water, 
usually not more than half a cupful. Flavor 
is preserved, vitamines are not lost and self- 
basting is possible with waterless cooking. 
A pot roast and vegetables can be cooked 
in the lower portion of the combination 
coeker while other vegetables or individual 
custards prepared in the upper part. Each 
section keeps its own flavors. 





The. false | 


We quote from Boston jobbers’ 
stocks: 

Window Glass.—Third quality sin- 
gle B 25 bracket, 89 and 5 per cent 
discount; all other third quality sin- 
gle, 89 per cent: all double B, 88 per 
cent discount. Single A, 25 bracket, 
87 per cent discount; above 25 
bracket, 86 per cent discouont: all 
double A, 86 per cent discount. Frac- 
tional sizes, one fraction single, 25c.; 
double, 35c. 


WIRE CLOTH. cloth 





Sales of wire 


bottom and cover are made with the self- | 
basting feature. | 

This Griswold product has a 10-qt. capac- | 
ity : 5 qts. in each compartment. 


The C. & L. No. 70 Fire Pot | 


A new principle of combustion is em- | 
ployed in the No. 70 Fire Pot, recently in- 
troduced to the trade by Clayton & Lambert 
Mfg. Co., 6282 Beaubien Street, Detroit, | 
Mich. A flame of intense heat is as easily | 
controlled as the flame of a lamp and can | 
be turned up or down at will. This feature 
permits holding soldering coppers or metal 
at desired temperatures. It starts quickly 
and is said to be non-affected by weather 
conditions. 

The No. 70 Fire Pot has a blunt needle | 
which makes it impossible to enlarge the | 








An 





No. 70° 
DETROIT 





orifice. The tank is made of heavy gage 
seamless drawn steel, heavily coated both 
within and without to prevent rust. It is 
fitted with a powerful pump and made in 


| hold up strongly. Jobbers, without ex- 
ception, say it has been a big year in 
cloth. 


We quote 
stocks: 
Wire cloth, in 100 ft. rolls, stand- 
ard widths 18 in. to 48 in. in 2 in. 
steps, per 100 sq. ft., f.o.b. store: 
Black Painted.—12 mesh, $2.50; 14 
| mesh, $2.50; 16 mesh, $2.90; 18 mesh, 
| $3.50. 
Opal.—12 mesh, $2.40; 14 mesh, 
$2.80; 16 mesh, $3.25; 18 mesh, $3.85. 
Bronze.—Bright or antique finish, 
14 mesh, $6; 16 mesh, $6.50; 18 mesh, 


from Boston jobbers’ 


$7. 
| Pure Copper.—Bright and antique 
finish, 14 mesh, $5.50; 16 mesh, $6; 18 
mesh, $6.50. 
Pearl.—Rolls 100 ft. in length, reg- 
ular grade, 12 x 13 mesh, $4.25; 14 
mesh, $4.75; 16 mesh, $5.25. 


WRIST WATCHES.—With the vaca- 
tion season here, the call for wrist 
watches is much better than it was a 
| month or so ago. Retailers as a rule are 
buying a good assortment of stock. 


| We Boston jobbers’ 
stocks: 


quote from 


Wrist Watches. — Ingersoll, plain 

metal dial, $2.33 each net; Radiolite, 
| $2.67; New Haven, plain dial, $2.29; 
| radium, $2.62. 


The Sanitary Sack-O-tainer 


It is not necessary to soil the hands in 
the disposing of garbage when using The 
Sack-O-tainer, a waste receiver manufac- 

















tured by the Guaranteed Products (o., 
South Bend, Ind. 

The Sack-O-tainer is built of steel and 
has a cover operated with a foot lever. 
When the device is filled, the paper bag 
is removed and another bag slipped in 
place. An ordinary paper bag can be 
used, and it is held in position by a metal 
form, which is helpful when lifting the 
bag from the container. 

Water-proof bags need not be used, as 
air currents are constantly circulating 
from the base of the Sack-O-tainer up- 
ward through the ventilating flues. This 
is said to keep the bag dry, to prevent de- 
composition of waste and the forming 0! 
objectionable odors. The Sack-O-teiner 
is finished in six attractive colors. 

It is a sanitary product, attractive 1™ 


4 
n 


appearance and should preve a valuable aie 





one gallon size only. 


in the kitchen. 
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Harvest Millions in Evidence 
in Missouri River Territory 


(Kansas City office of HARDWARE AGE) 


after the great wheat harvest. Money by the millions has begun to 
flow and both the farmer and merchant are wearing a broad grin 
that promises to stay for some time. 


Kansas has harvested and commenced to market the second largest | 
crop of wheat in her brilliant agricultural annals. 


The yield in that 


State is now estimated at 168,000,000 bushels, or nearly one-third 
the whole estimated winter wheat crop of the country. Some ob- 
servers believe that the final figure for Kansas will exceed the official 


estimate. 


Only once in history has this famous 
wheat-producing State overtopped its 
record of this year. That was in 1914, 
when the Government officially guessed 
the crop off at 176,000,000 bushels; 
local estimates went somewhat higher. 
In any event, Kansas and her sur- 
rounding sister States are feeling jubi- 
lant this July over the outcome of 
their small grain harvests. 

With all the new wealth thus cre- 
ated, it is difficult to understand how 
the hardware trade can fail to benefit 
materially. Seldom has the agricul- 
tural and business picture looked bet- 
ter. Last year much of the wheat 
money went to pay loans at the bank. 
That sort of rural indebtedness has in 
the meantime been greatly reduced ,and 
it is believed that the bulk of the 
wheat money will go to buy the far- 
mer’s sadly depleted equipment of all 
kinds. 

The trade is in excellent condition 
to absorb this wave of prosperity. Mer- 
chants have been watching their credits 
carefully for a number of seasons. 
There is little financial slack to be taken 
up. The benefit of the new money 
should be felt at once. Said a Mis- 
souri River hardware jobber the other 
day: “The Lord has been mighty good 
to us.” Throughout the Southwest that 
is the feeling which prevails in the 
trade, 

It is no longer a mere matter of ex- 
pectation; realization has come. Thou- 
sands of grain cars are rushing into 
the wheat belt to take care of the 
wheat. The railroads are bending every 
effort to get the crop to market. Every 
year it presents a gigantic problem in 
transportation, more so than usual this 
year. The “combines” harvest the crop 
80 rapidly that more wheat goes into 
the “general hopper” than it can easily 
accommodate. For a time the freight 
terminals will be more or less choked 
with the new wheat on the way to the 
mills and the ultimate consumer. 

Nor is wheat the only high light in 
the picture. Iowa expects to produce 
452,547,000 bushels of corn this year; 
Missouri, 183,373,000; Nebraska, 231,- 
‘10,000; Kansas, 134,640,000. Natur- 
ally, with all these actualities and po- 





tentialities, the hardware business is 
good and_ getting better. 
morale is higher than it has been for a 
number of months. 

Oil stove and gas range business has 
been lively. Harvest supplies have been 
going out to the territory in heavy vol- 
ume. Grain bins have been in demand, 
showing that many farmers intend to 
store their grain in hope of an even 
higher price. At the height of the har- 
vest grain-saving guards were in keen 
demand on account of the moisture 
which retarded harvesting operations in 
many sections. 

Recent hot weather has stimulated 
the movement of summer merchandise. 
Electric fans are selling in lively fash- 
ion. So are refrigerators and, to a 
lesser degree, freezers. Sporting 
goods are moving in a manner highly 
satisfactory to the wholesale hardware 
houses up and down the Missouri River. 


ALCOHOL.—Futures are still selling 
in moderate degree. Prices somewhat 
unstable. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Denatured alcohol, 188 proof, for- 
mula 5, in 55-gal. drums, $0.61 per 
gal.; in lots of 5 to 9 drums, $0.59 per 
gal.; 10 to 19 drums, $0.57 per gal.; 
in lots of 20 or more drums, $0.56 per 
gal.; $6 charge for drums, subject to 
credit on return. 


ALL-STEEL HOSE REEL.—Demand 
is a little better, though not heavy. 
Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Donley all-steel, No. 2, $1.70 each. 


AXES.—Movement very slight. Job- 


KANSAS City, July 24.—This territory is trying to get its breath | 


Trade | 





bers await fall demand. No price | 
changes. | 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

First quality, single-bitted, unhan- 
dled axes, 3 to 4 Ib., $14.50 base; han- 
dled, $18.75 to $20.50, base. 


BALE TIES.—Fair to good hay crop 
over the territory stimulates orders. 
Prices continue without change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Fourteen gage, 8% ft., $1.39; 9 ft., 

: % gage, 7% ft., $1:08;. 8 ft., 

.14; 8% ft.. $1.21; 9 ft., $1.28; 9% 

ft., $1.34; 15%4 gage, 8 ft., $1; 814 ft., 





GALVANIZED WARE.—Market 
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$1.06; 9 ft., $1.12; 16 gage, 7% ft., 
$0.88; 8 ft., $0.92; 81% ft., $0.97. 
BUILDERS’ HARDWARE.—Wholesale 
trade still complains at lack of interest 
in this line. No new prices. 
JOBBERS’ QUOTATIONS TO RE- 


TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Case lots of 2% x steel butts, 
old copper and dull brass finish, $19.25 
a hundred pair; 3% x 3%, $20 a hun- 
dred pair; 4 x 4, $27 a hundred pair; 
heavy steel bevel inside sets, case 
lots, $6 per doz.; steel bit-keyed, front 
door sets, $18 per doz. sets; wrought 
bronze metal, $2.25 per set; cylinder 
front door sets, wrought bronze metal, 
$6.50 per set. 

CARRIAGE AND MACHINE BOLTS. 
—Now that the grain harvest is nearly 
over a lull in this trade has set in. 
Prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Small carriage rolled thread, 50-10- 
10-5 off list; small carriage cut thread, 
50-10-5 off list; large carriage cut 
thread, 50-10-5 off list; small machine 
rolled thread, 50-10-10-5 off list; small 
machine cut, 50-10-5 off From list 
as of April 1, 1927. 

CHAIN.—Not much demand now reg- 
istering. Prices continue without 
change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Proof coil chain, *%@ in., 
ewt.: No. 2-0 Tenso, 250 ft. 
$6 per reel. 

COPPER RIVETS AND BURRS.— 
Trade is slackening as the harvest ac- 
tivities near completion. Prices con- 
tinue firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 


CROSSINGS. 
49-10 per cent off list. 


EAVES TROUGH AND CONDUCTOR 
PIPE.—Demand is light and prices re- 
main without change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

28 gage, 5 in. lap joint eaves trough, 
$5 per 100 ft.; 28 gage, 3 in. conductor 
pipe, $5.40 per 100 ft. 


FIELD FENCING.—Ttade in futures 
continues. Plenty of price competition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

$22.50 for 26-in. fence 
9 top and bottom, 11 
and 12 stay wire. 

FILES.—Business is tapering off after 
the harvest. No new prices. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Nicholson, 50 per cent off list; job- 
bers’ brands in full packages, 60-5 off 
list. 


2% 


$8.50 per 
reel lots, 


to $38.50 for 
intermediate 


con- 
tinues attractive. Preserving utensils 
in good demand. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Galvanized tubs, 
$5.17 per doz.; No. 1, $6.44 per doz.; 
No. 2, $7.22 per doz.; No. 3, $8.46 per 
doz.; common galvanized pails, §& qt., 
$2.08 per doz.; 10 qt., $2.24 per doz, 


standard No. 0, 
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GARDEN HOSE.—Hot and somewhat | 
dryer weather affects this market fa- 
vorably. Volume not large, however. 
Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS. 

$7.50 to $19.50 per 100 ft. 

GRAIN SCOOPS.—Post-harvest season | 
brings lower tension in demand. No 
price changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Light weight, full polished, split-D 
handie, No. 6, $12 per doz.; No. 8, $13; 
No. 10, $14; No. 12, $15; No. 14, $16. 


HAMMERS.—Movement is very slug- | 
gish; pick-up expected within next few 
weeks. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

First grade, 711% nail hammers, 
$12 per doz.: jobbers’ brands, $10.80 
to 11.40; competitive forged nail 
hammers, $6.50 to $8 per doz.; cast 
steel hammers, $3.60 per doz. 


HARNESS.—Trade becomes slack fol- 
lowing the season’s peak, which was not 
as high as some had predicted. Price 
trend still upward. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS. 

Regular No. 1 quality, 1% in. traces, 
$70 per set; No. 2 quality, 1% in. 
traces, $58 per set; No. 3 quality, 
$53 per set. 


HARNESS HARDWARF.—Not much 
call now from the retail stores. No| 
price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

1 in. japanned buckles, $2.40 per 
gross; No, 200 XC snaps, 1 in., $6.55 
per gross; roller snaps, No. 85, $2.65 
to $3 per doz.; No. 47% XC bits, $1.50 
per doz. 

HORSE COLLARS.—Demand not so 
heavy as it was a fortnight ago. Prices 
firm. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Full grain collar-leather col'ars, 
average 16% in. draft, $55 per doz. 
LAWN MOWERS.—Trade continues 
ahead of 1927. Rapid growth of grass 
keeps up demand. Prices unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 


CROSSINGS: 
Hand lawn mowers, $6 to $30 each. 


MILD STEEL BARS.—Movement 
moderate. No new prices announced. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. MISSOURI RIVER 
CROSSINGS: 

Bars, shapes and small angles, $3.56 
per cwt. base; structural sizes and | 
shapes, $3.66 per cwt.: mild. steel | 
bands, 3/16 and lighter, $4.21 per cwt.: 
steel hoops, $4.66 per cwt.: reinfore- 
ing bars, $3.40 per cwt.: cold rolled | 
round shafting, $4.16 per ecwt.: cold | 
rolled square bars, $4.66 per cwt. 

| 


NAILS.—Retailers are ordering freely 
in response to good consumer demand. 
Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. MISSOURI RIVER 
CROSSINGS: 

Common wire nails, $3.40 per keg, 
base (see new extras). 

. . s ° 
OILS.—Price fluctuation continues to | 
characterize the market. Another drop | 
of 2 cents goes into effect on both lin- | 
seed oil and turpentine. 

OBBERS’ QUOTATIONS TO RE.- 


; | 
TAILERS, F.0.B. MISSOURI RIVER | 
CROSSINGS: 


_s 


Ss 





brisk as it has been recently. Prices 
unchanged. 


taw linseed oil in bbl. lots, $0.86 

per gal.; boiled linseed oil in bbl. 
lots, $0.89 per gal.; raw linseed oil in 
half-bbl. lots, $0.91 per gal.:; turpen- 
tine in bbl. lots, $0.71 per gal.; tur- 
pentine in half-bbl. lots, $0.76 per 
gal. 

POULTRY NETTING. — Demand is 

mild, although earlier market was lively 

enough. Prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

50-10-5 per cent. 


ROPE. 
much trade expected until cooler 
weather. No price changes. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Highest quality Manila rope, stand- 
ard brands, 24c. per lb., base: No. 2 
Manila, standard brands, 20%c. per 
pound; No. 2 sisal rope, highest qual- 
ity. standard brands, 19c. per lb.: No. 
2 sisal rope. standard brands, l4c. to 
16%c. per Ib. 





SCREWS.—Orders are small and! wipe CLOTH.—Demand is accelerst- 


ing as summer advances. Prices un- 


scarce, as usual at this time of the 
year. Prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Flat head bright screws, 50-20 per 
cent off list; round head blued screws, 
45-15 per cent off list; flat head brass 
screws, 45-15 per cent off list: round 
head brass screws, 40-15 per cent off 
list. 


SMOOTH WIRE.—Business in this line 
is slackening a bit. Price tendency is 
uppish. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

No. 9, hard, $3.25 per cwt.; annealed, 
$3.40 per cwt. 


SOLE LEATHER.—Orders continue to 
be booked in lively fashion and prices 
are still stiff. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

No. 1 sole leather strips, 98c.; light, 
No. 2, 80c. 

STEEL SHEETS.—Little improvement 
has registered for some time. No price 
changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: / 

28 gage galvanized flat, $5.50 per 
ewt.; 28 gage black flat, $4.75 per 
ewt.; corrugated iron, 28 gage gal- 
vanized, $4.60 per square; 26 gage gal- 
vanized corrugated, $5.10 per square: 

28 gage painted corrugated, $3.40 per 
square. 


STORAGE BATTERIES.—Market is 
sluggish on account of summer weather. 
No price changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Automobile, 6 volt, 11 plate, heavy, 
standard terminal, $9.10 each; 6 volt, 
3 plate, $10.75 each; 12 volt, 7 plate. 
$12.85; 6 volt, 11 plate, thin, standard 
terminal, $7.35; 6 volt, 13 plate, thin, 
for Ford and Chevrolet, $8.05. 


SWEAT PADS.—Business is not so 


| 
| 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

$4.25 per doz.; 20 in. base. 


TIRES.—Warm weather has stimu- | 
lated sales. Prices seem a bit weak. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, automobile, covered by 
standard warranty, 30 x 3% oversize, 


7 97 


heavy duty cord, s.s., cl., $7.25: 31 x 


Shipments are moderate. Not | 


32 x 4%, $15.95; 33 x 4%, $16.60: 33 x 
5, $21.70. Balloon, 29 x 4.40, regular, 
$8; 30 x 4.50. $8.90; 30 x 5.25, $12.50: 
31 x 5.25, $12.90; 31 x 6.00, $17.10: 
33 x 6.00, $18. Trucks, 32 x 41., 8 
ply, $20.55; 33 x 414, $21.30: 30 x 5, 
| $26.20; 32 x .40; 36 x 6, 10 ply, 
$46.60; 34 x 7, $60.15; 40 x 8, 12 ply, 
| $91.60. (AIL foregoing prices subject 
to 5 per cent trade discount.) 


| 4, $11.40; 32 x 4, $12.10; 33 x 4, $12.70; 


{ 







eo ee 
wn“ 
aw 
bh 
~ 
= 





Orders moving out steadily. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Mansfield, 30 x 3%, heavy duty, 
tan, $15.60 per doz.; 31 x 4, tan, $12 
per half doz.; 33 x 4, tan, $13.20 per 
half doz.; 32 x 4%, tan, $15 per half 
doz.; 33 x 4%, tan, $15.60 per half 
doz. 3alloon, 29 x 4.40, heavy duty, 
$18.60 per doz.; 30 x 5.25, $12.90 per 
half doz.; 31 x 6.00, $14.70 per half 
doz.; 33 x 6.00, $16.50 per half doz. 
(All foregoing prices subject to 10 
per cent trade discount.) Special 
brand tubes, 30 x 3%, 55 to 70 gage, 
2\%,-in. pole, reinforced valve base, 
vulcanized splice, full size valve. 75c. 
each; 29 x 4.40, 92c. each. 
| 


changed. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. MISSOURI RIVER 
CROSSINGS: 

Black, 12 mesh, $1.85 per 100 sa. 
ft.; galvanized, 12 mesh, $2.05 per 100 
sa, ft.; galvanized, 14 mesh, $2.45 per 
100 sq. ft.; galvanized, 16 mesh, $2.80 
per 100 sq. ft. 


chisel, and the toughness of a cold chisel. 











wood floor boards and replace them without 
marring the edges. The tongue chisel 15 
made of crucible tool steel, tempered and 
full polished. Packed 6 and 12 to a box. 
A counter display card is available to-deal- 


| ers. 


The No. 1 chisel, which is 8% in. long, 
has a blade 3 in. wide. The No. 2 is also 3 
in. wide at the blade but is 12 in. in length. 


Reading matter continued on page 74 


TUBES.—Summer demand is _ good, 


A Tongue Chisel or Bead Cutter 


C. Drew & Co., manufacturers of me- 
chanics’ tools in Kingston, Mass., have 
placed on the market a tongue chisel or bead 
cutter, combining the thinness of the putty 
knife, the cutting qualities of the wood 


Due to its extreme thinness it permits the 
cutting of the beads so as to remove hard- 
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The Remington Weekly Letter 


When the Price Is the Same Why Not Sell the Best? 


The August issues of magazines devoted 
to shooting will carry a story of interest 
to every dealer who sells .22 cartridges. 
They will report the Eastern Small Bore 
Championships, the most important small 
bore matches of the year, held at Sea Girt, 
New Jersey, early in July, and tell how Mr. 
R. H. Nesbit of South Kent, Connecticut, 
broke the world’s record by placing 72 
consecutive shots in the 
100 yards, using Remington. They will tell 
in 5 out of 15 


bull’s-eye at 
of new records made 
matches by the use of Remington car- 


tridges. 


Never have such remarkable scores been 
made in the history of rifle shooting and 
never has there been such a remarkable 


demonstration of the superiority of one 


A New 100 Yard Rifle Shooting 

Record. 72 Consecutive Shots by 

Mr. Robert H. Nesbit of South 
Kent, Conn. (2/3 Reduction) 


brand of ammunition. Out of 15 events 
14 were won with Remington Cartridges— 
the most accurate cartridges that have ever 
been known. The majority of the leading 
small bore shooters who took part in these 


matches shot Remington ammunition. 


The small bore shooters in your town 
will know this. Many of them know it 
already, for information of this kind 
travels rapidly among shooters by word of 
mouth. Remington Kleanbore Cartridges 
are the largest selling .22’s. They are in- 
creasing their lead every day. It is easy to 
increase ammunition sales with Reming- 
ton .22’s. 


offering other brands? 


Why face sales resistance by 
Order ample 
stocks from your jobber. Don’t submit to 


substitutions—the shooters won’t. 


We have had a number of requests 
for reprints of these Weekly Letters, 
to be distributed to salesmen and 
others, We shall be glad to supply 
any of our customers with copies, 
upon request. 


A yr 2 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 


Manufacturers of Arms, Ammunition, Cutlery, Cash Registers and Service Machines 
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Warm Weather Stimulates Cleveland 
Hardware Trade—Staples Active 


(Cleveland Office of HARDWARE AGE) 





CLEVELAND, July 2 
iness has improved and the volume is regarded as quite satisfactory 
for July. Staple merchandise is moving well and various specialties 
that are being pushed by jobbers are finding ready sale. Jobbers’ 
prices on nails have been reduced except for car lots and this has 
stimulated the demand. 

Vacation time has materially helped sales of fishing tackle and 
there is a good demand for golf goods and tennis rackets. With the 
touring season here automobile tires and tubes are moving better 
than before this year. Preserving equipment is moving quite well. 
The demand for builders’ hardware has slowed down. Very few 
price changes are reported. 

Manufacturers in this territory are operating well for this season 
of the year. There is some slowing down of the automotive industry 
but the summer lull in this field is coming later than usual this year. 
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AUTOMOBILE TIRES AND ACCES- | —_ ye io ‘= 

. * . ocx s. Ny 40 

SORIES.—With the vacation and tour- 32x6 42.45 10 ply 5 45 

ing season under way the demand for s6xs bed end 4 

» ° 4 ° 34x7 15 é 

tires and tubes is quite active. There 28x7 ott Be Re 10 oar $125 

is also a good call for spark plugs. s6xs See AB 

x ' ply 0d 

JOBBERS’ QUOTATIONS TO RE- ‘ 

TAILERS, F.0.B. CLEVELAND: 7 OBBERS. QUOTATIONS TO. ee 

Mansfield Balloon Tires and Tubes. We quote from jobbers’ stocks, 

acer Wate | f.o.b. Cleveland: Millers Falls, No. 

¥ ae Pr rere Dut y | 145 jacks, $3.75. Derf spark plugs, 

Hite Sitio. Ply 6 Ply — al 96c. each for all sizes in lots of less 
‘4 ey vp ty 2 7 6 y 1. than 50; Champion X spark plugs, 
% 29x4.40-21 a $9.75 “- 65 45c. each for less than 100, and 4lc. 
a — 2 8°80 a4 e+ 4 each for over 100; Champion regular, 
i eg eT 9 65 11.35 ee 53c. each for less than 100, all sizes; 
3 39x47! ry, 10.05 ; 1:90 50c. each for over 100. 
a a i ( 5 95 - > 
3} reg . ~ ged = AXES.—A fair amount of orders is 
se5.00-30 0.3 4 being taken for fall shipment. 
32%5.00- 39 12°35 210 JOBBERS’ QUOTATIONS TO RE- 
1 11.70 2.05 TAILERS, F.O.B. CLEVELAND: 

‘ p-18 12.15 we 2.10 First grade single bitted, rustless, 
30x5.25-20 12.50 14.60 2.95 black finished handled axes, $19.50 
31x5.25-21 12.90 15.10 2.45 base per doz.; unhandled, $15.50 per 
29x5.50-19 13.30 15.50 2.60 doz.; double ‘bitted, handled $24.50 
30x5,50-20 ee 16.45 2.70 per doz.; double bitted, unhandled, 
30x6.00-18 iets 16.60 2.50 $20 per doz.; 60c. increases for dozen 
31x6.00-19 Sa 17.10 2.55 lots weighing 42 to 48 lb. and similar 
32x6.00-20 ae 17.40 2.65 advance for each 6 lb. additional 
33x6.00-21 ae 18.00 2.85 weight increase. 

na 34x6.00-22 ‘we 18.75 2.90 
35x6.00-23 sre 19.85 3.00 BOLTS AND NUTS.—Jobbers con- 
30x6.50- slaée 20.15 2. s : 
31x6.50-19 —< = 3°90 tinue to take a good volume of busi- 
32x6.50-20 Beaty 20.85 3.00 ness. Regular prices are being main- 
33x6.50-2 cea 21.5) 3. * 
30x6.75-18 er 3.15 tained. 
32x6. 75-20 — 3.50 JOBBERS’ QUOTATIONS TO RE- 

: 33x6.75-21 cose 23.30 3.55 TAILERS, F.O.B. CLEVELAND: 

4 34x7.30-20 pasties 31.95 3.85 Jobbers quote f.o.b. Cleveland for 
= . . y less than case lots of one size with 

F Mansfield High Pressure Tires and an extra 10 per cent for full case lots. 

" Tubes: Machine and carriage bolts, cut 
a 7——Cord Casings—_, Heavy thread, hot pressed and cold punched 
; se Heavy Truck Duty nuts and lag screws at 60 per cent off 
4 5ize Duty ——————— - Tubes list. Bolts with rolled thread, 60 and 

30x3 9600 one scene $1.30 10 per cent off list. Stove bolts, 75 

4 30x31% Cl Kaew 5 a eehe eles 1.40 and 10 per cent off list. Semi-finished 
' 30x3% : i nuts in bulk, 60 per cent off list; 54 
xtra sine T7250 ccc ences 1.40 per cent for packages. 

b SOES%, B.S. 9.10 nnnccscase 1.40 

r+ toe 2 = 

++ RR aceeaes YH BRUSHES.—Some of the manufactur- 
32x4 BIO eos eta ees 2.20 ers have made a price advance on cer- 

C4 ae an tes ieste 2 tain sizes of short bristle brushes and 

ane] 32x41 15.95 20.55 8 ply 2.60 it is expected that jobbers will mark up 
33x44 5.60 21.5 y 2.7 : : 

i vert 17.15 22:05 8 pay 280 their prices about 10 per cent on these 
aa] 5x4, ae " tinvenvess 3.00 s1zes. 
| 36x4y, eee er ee er 3.10 
a xi “ae 26.20 § ply 74 BINDER TWINE.—The demand has 
c 21.7 28.95 § y 3.55 ° 
; 7, eRe 8 ply 3 eS slowed down and is pretty well over 

23.30 31.85 8 ply 3.80 for the season. 
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JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 


Standard binder twine, f.o.b. Chi- 
eago and North Plymouth, Mass., 
$5.50 per bale; f.o.b. Cleveland, $5 
per bale; Competition twine is 3 
cents lower. 

BATTERIES.—Interest in the radio is 

being well maintained this summer as 

a result of good broadcasting pro- 

grams, and batteries are in good de- 

mand. A price reduction has been made 
on the Eveready layerbuilt batteries, 

Nos. 485 and 486. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 


B and C radio batteries. 
Unit 





Broken 

— Lots 

S| Bee $1. $1.22 
Se Seer 130 1.40 
i Se 1.92 2.06 
I errr errr 2.53 
SS See 2.80 3.00 
Oe eee epee ee 2.97 3.20 


Dry Cell, A_ batteries, No. 7111, 
351%4c. in standard packages; 40c. in 
broken lots: Columbia igniter dry cell 
batteries, 32%4c. in standard pack- 
ages, 36c. in broken lots. 


BUILDERS’ HARDWARE.—There is 
not a good deal of new activity in the 
building field and the demand for 
builders’ hardware is slack. 


JOBBERS'’ ent a ba 4 RE- 
TAILERS, F.O.B. CLEV 

In case lots, Soar sets, 5.25 4 ‘bis 
heavy strap hinges, 6 ne $1.45 per 
doz.; 8 in., $2.38 per doz.; extra heavy 
T hinges, 6 in., $1.73 per doz.; 8 in., 
$2.80 per doz. 

Butts, case lots, 3 in., 16% cents 
per pair; 3% in., 17 cents per pair; 
4 in., 23 cents per pair; for less than 
case lots all sizes are 1 to 2 cents per 
pair higher. Butts with stand blasted 
finish are 4 cents per pair higher. 

Ornamental hinges, standard fin- 
ish, $1 per doz.; nickel finish, $1.25 
per doz.; sand blasted finish, $1.20 
per doz. 


CELLO-GLASS.—This is moving in 
good volume for fall shipment. The 
price, which has been somewhat irreg- 
ular, is now maintaining at 12 cents 
per sq. ft. 
CORRUGATED ROOFING.—Sales are 
fair and prices are unchanged. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
28-gage corrugated roofing at $4. 01 
for 1% in., and $3.97 for 2% in. per 
square, f.0.b. Pittsburgh, for ten 
squares or more. 


GAME TRAPS.—Very few orders have 
as yet been taken for fall shipment. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 

Victor traps, No. 0, $1.10 per doz.: 
No. 1, $1.38 per doz.; No. 1%, $2 44 
per doz.; Oneida jump, No. 0, $1.59 
per doz.;: No. 1, $1.83 per doz.; No. 
1%, $2.81 per doz. 


GLASS BAKING WARE. — Orders 
have been coming in quite freely since 
jobbers began to solicit business for fall 
delivery. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Casseroles.—Round or oval, 1 -t-. 
$1; 1%6 qt., $1.17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35c. higher. 
Pie Plates.—8 in., 50c.; 9 in., 60e.: 
10 in., 67c. 
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ifetime~Iroublefree~Service! 


That’s what you deliver when you sell or install the R-W 
door hardware described on this page. 


These hangers and track are carefully engineered to insure 
that doors—the most important part of any building—will 
always give satisfactory service. 


No. 721 hanger with No. 35 track. A 
flexible joint hanger with steel wheels 
and roller bearings. Both lateral and 
vertical adjustments are provided. The 
apron is hinged and adjustable to door 
thickness. 


Heavy 14 gauge steel is used for the self 
cleaning track. The new patented lock- 
joint center bracket and blind end 
bracket keep track in perfect alignment 
and clear at all times. Finished in baked 
black enamel or galvanized. 








No. 423 hanger with No. 36 track. This 
hangar is of the same high grade con- 
struction and embodies the same fea- 
tures as No. 721. It differs only in the 
method of vertical adjustment which is 
easily accessible and the hanger can be 
used with No. 35 track. 

The storm-proof track is 14 gauge—self 
cleaning type. A wide apron and blind 
ends insure against the ravages of 
weather and birds. Furnished in gal- 
vanized or baked enamel finish. 




















R-W No. 423 x 36 


Better dealers everywhere feature the R-W line of door hardware—the largest and most complete made. 
Send for complete catalogue 


ichards-Wilcox Mfs. (0. 


“A Haneer for any Door that Slides.’ 


New Yorn: - - AURORA,ILLINOIS,U.S.A. - - - chicego 


Boston Philadelphia Cleveland Cincinnati Indianapolis St. Louis New Orleans Des Moines 
Minneapolis Kansas City Los Angeles San Francisco maha Seattle Detroit 


Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 








¥ 





Pinte KT 
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ee Pans.—No. 212, 60c.; No. 214, 


~~ 


4 tity, Dishes.—No. 231, 67c.; No. 
at, —2 cups, $1.67; 
6 cups, $2.33. 
HOSE REELS.—These are moderately 
active. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CLEVELAND: 
No. 2 Donley Aisteel hose reels at 
$1.60 each. 


4 cups, $2; 


HOUSEHOLD CLEANERS.—Sales are | 


only fair. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Presto pipe opener, $2 per doz.; 
Presto toilet bowl cleaner, $1.85 per 
doz.: Presto tile and porcelain clean- 
er, $1.20 per doz.; Presto vegetable 
oil soap, $2.60 per doz.; Presto Met- 
IL.-Shyn, $3.60 per doz.; Presto Sil- 
vershyn, $1.80 per doz.; Presto water- 
less cleaner, 2 pt. cans, $5.40 per doz.; 
5 pt. cans, $9 per doz.; Presto win- 
dow cleaner, 6 oz., $3.60 per doz.; 
12 0z., $5.40 per doz.; Presto Lustre 
Furniture Polish, 6 0z., $2.60 per doz.: 
12 02., $4.32 per doz.; 16 0z., $5.40 per 
doz.; Presto dry cleaner, $3.60 per 
doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz.; 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size. less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 0z. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per qt., 
and dozen quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 
$2 per dozen; in gross lots, $1.90 per 
dozen. 

Hercules radiator stop leak, 8 oz. 
cans, 1, 2 and 3 doz. cans to a car- 
ton, $4.50 per doz. 

Hercules boiler liquid, quart cans, 
$2 each. 


ICE CREAM FREEZERS.—The warm 
weather has stimulated the demand, 
sales being considerably better than a 
few weeks ago. 

JOBBERS’ QUOTATIONS TO RE.- 
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| reduction for stock shipment. Wire is | Philco 6-180-volt, AB-686, socket 
P} | power units, $33; AB-386, $39: AB- 
| unchanged. The reduction on nails has 382, $45: 6-150-volt. AB-663 and AB- 
356, $27; AB-623, $33; 4-volt, AB-463. 


stimulated sales considerably. 


| JOBBERS’ QUOTATIONS TO RE- 
| TAILERS, F.O.B. CLEVELAND: 
| Nails, factory shipment, car lots, 
$2.65 per keg: less than car lots. 
| $2.80 per keg: stock shinment, $2.75 
per keg: No. 9 galvanized wire, $3.30 
per 100 Ib.: No. 9 annealed wire, $2.85 
per 100 Ib.: polished fence staples, 
$3.30 per 100 Ib.; galvanized fence 
staples, $3.55 per 100 Ib. 
Barbed Wire.—Barbed wire. 
shipment, Lyman, 4 point, $3.08 per 
80-rod_ spool. Hog wire, £3.33 per 
80-rod spool. 


| OIL AND GASOLINE STOVES.-. 
| These are in moderate demand. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Perfection oil stoves, full white 
porcelain enamel with built-in oven, 
Superfex burners, $140° full white 
porcelain enamel with built-in oven, 
double wall burners. $120; janan fin- 
ish stoves, $28.50, $22.50 and $17.50. 
Puritan oil stove. full white porcelain 
enamel with short drum _ Puritan 
burners, $122; janan finish stoves, 
$28.50, $22.50 and = $17.50. Puritan 
pressure gas stoves, full porcelain 
enamel with built-in oven and pres- 
sure gas burners, $128: japan finish 
stoves, $38, $33 and $26.50 Perfec- 
tion ovens, one burner, $2.50: one 
burner glass door, $2.70: and two- 
burner glass door, $6. Discount on 
above stoves and ovens. 30 per cent 
for less than ten and 30 and 5 per 
cent for ten and more. 

Nesco stoves, 2 burner gasoline 
without high shelf, $23: same. 3 
burner, $28: same, 4 burner, $33: 4 
burner range, $65: 5 burner range. 
$70; high shelves for recular gasoline 
stoves, 2 burner, $5.25; 3 burner, 
$6.50; 4 burner. $8: dealers’ discount. 
30 and 5 per cent off list. 

Air-O-Gas gasoline stoves, No. 327, 
$28.50: No. 330. $34.50; No. 324, $39: 
No. 325. $45; No. 328. $72: No. 322. 
range. $114. These prices are subject 
to a 331% ner cent discount. 

New process, wick oil cook stoves. 
No. 465, 5 burner, $78: No. 505. 5 
burner, $81: other models with plain 
gray backshelf; No. 742, 2. burner. 
$23.45; No. 743. 3 burner, $30: No. 
744. 4 burner, $38: No. 745, 4 burner, 
$40.50: No. 782, 2 burner. $26.20; 
No. 783, 3 burner. $33.40: No. 5, 
4 burner, $45.10. These prices, sub- 
ject to a discount of 33% per cent, 
are for delivery in the central district. 


PAINTERS’ SUPPLIES.— The demand 


stock 









TAILERS, F.O.B. CLEVELAND: 

Or factory with freight allowed to 
destination on 12 or more as follows: 

White Mountain, 2 qt., $5.65 each: 
4 qt., $8.25 each; 6 qt., $10.45 each: 
8 qt., $13.50 each; this price is sub- 
ject to 50 per cent discount. 

Lightning, 2 qt., $5.50 each; 4 at., 
$8 each; 6 qt., $10 each: 8 aqt., $13 
each; subject to a 55 per cent dis- 
count, 

Blizzard, 2 at., 
each; 6 qt., $10 each: 8 at.. 
subject to discounts of 55 and 
per cent. 

Acme, 2 qt., in half dozen lots. $8 
per doz.; in broken packages, $8.40 
per doz. 


LAMPS AND LANTERNS.—These are 
moving quite freely for fall shipment. 
New prices were recently announced, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 
Coleman, No. 117 lamp, $6.50 each: 
No. 222 lantern, $5.95 each. 
LAWN HOSE.—Orders are not very 
plentiful. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CLEVELAND: 

2 -braid molded, uncoupled hose, ™% 
in., 7% cents per ft.; % in., 8% cents 
per ft.; % in., 9% cents per ft.: 
coupled hose is % cent per ft. higher. 

NAILS AND WIRE.—Following the re- | 
cent price reduction by manufacturers | 
on nails jobbers have reduced prices 10 
cents per keg for less than car lots for 


factory shipment and made a similar 


$5.50 each; 4 qt., $8 
$13 each: 











is fair but spotty. 
clined. 


caused irregularities in the local oil | 


market, but an effort’ is now being | 
made by distributors to maintain fair 
prices. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Turnentine in bbls., 66c. ver gal.: 
less than bbl., 83c. ner eal. 

Linseed oil in bbls.,e91le. per gal., 
less than bb!., $1.06 ner gal. 

White lead in 100-Ib. kegs, 13%c 
per Ib.; in 50 and 25-lb. kegs, 14c. per 
Ib.; in 12%-lb. kegs. 14M%ec. per Ib. 
Ouantity discounts, 500 Ib. to 1 ton. 
10 per cent. One ton or more, 10 per 
cent and 4 per cent. 

Enameling lacquers, $1.20 to $1.65 
per qt. 

PREPARED ROOFING.— 
ness is being taken at the recent price 
advance. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CLEVELAND: 

Popular grades: Light, $1.13 per 
roll; medium, $1.35 per roll: heavy, 
$1.50 per roll; slate surface roofing, 
$2.50 per roll. 

RADIO EQUIPMENT.— Tubes are 
moving very well for the summer sea- 
son. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0O.B. CLEVELAND: 

CX No. 112, $3; CX No. 326, $2.50: 

C No. 327, $5; CX No. 380, $4.50: CX 
No. 371A, $3. 


Turpentine has de- | 
For some time competition has | 


Some _busi- | 








| 

$27. AB-423, $30; 6-volt A_ socket 
| power units, A-603, $16.50: B socket 
units, B-86, $21; B-603, $16.50; Philco 
trickle charger TC-60, $6. 


ROPE.—The demand has slowed down. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CLEVELAND: 

Best grade manila rope at 211. 
cents per Ib. for factory shipment 
and 22 cents per lb. for stock ship- 
ment; sisal rope, 16 cents per Ib. for 
factory shipment and 16% cents for 
shipment from stock. 


SCREEN DOORS AND WINDOWS.— 
These continue moderately active. 


JOBBERS’ oe ag lod tate TO RE. 
TAILERS, F.O.B. CLEVELAND 

Continental line, No. ons dare. 23 
ft. x 6.8 ft., $23 per doz.:; 2.10 x 6.10. 
$24 per doz.; No. 315 G-12, 2.8 x 6.8 
t., $31.65 per doz.; 2.10 x 6.10, $32.65 
per doz.; windows, No. 1233, $3.15 per 
doz.; No. 1833, $4.15 per doz.; No. 
2433, $4.90 per doz. 


SHEETS.—The demand is only fair. 
Mill prices are weak, but jobbers’ prices 
are being fairly well maintained. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

24-gage galvanized sheets at $4.45 
per 100 Ib. 


SPRAYERS.—These are now an active 
item. 
JOBBERS’ gg eh TO RE- 
TAILERS, F.O.B. CLEVELAND 
1 pt., tin sprayers, $3. i votes a 
1 @t., tin, $3.50 per doz.; 1 qt., gal- 
vanized, $4.25 per doz.; 1 qt., mason 
jar, $5 per doz.; 1 qt., continuous, 
$6.50 per doz.; No. 327%, Little Giant. 
$3.10 per doz.; 4 qt., compressed air. 
$4 per dozen. 


WEATHERSTRIPPING. — Much of 
the fall business has been placed and 
few orders are being taken at pres- 
ent. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CLEVELAND: 

Home Comfort weatherstripping in 
cartons and in 500-ft. reels with reel, 
3% cents per ft.; Airseal, 500-ft 
spools, 2 cents per ft. 


| WOOD SCREWS.—These are in steady 
| demand. 


JOBBERS’ bg Aah Lap he org TO RE- 
| TAILERS, F.O.B. CLEVELAND: 
Flat head bright tnd 60 per 
| cent off list; round head, blued, 50 
per cent off list; flat head, japanned, 
| 40 and 5 per cent off list; round head. 
| nickel on steel, 27% and 10 per cent 
off list; flat head, brass, 50 per cent 
off list; round head, brass, 40 and 10 
per cent off list. 





Edwards & Co., Inc., New 
Catalog 


| Edwards & Co., Inc., New York City, 
| have recently issued a new general cata- 

log, No. 14, covering their complete line 
| of electric signalling devices. The catalog 
|is thoroughly illustrated and contains a 
goodly amount of electrical engineering 
| data and information. 


A. Librett Wishes Catalogs 

A. Librett, 54 North Avenue, New 
| Rochelle, N. Y., who is remodeling his 
successful hardware store, desires catalogs 
on housefurnishings, electrical supplies, 
mill supplies, builders’ hardware, general 
| hardware, and allied merchandise. He 
wishes to add many new lines when the 
store is completed, and plans a complete 
indexed catalog file. 


Reading matter continued on page 78 
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So Good That No One Hie 


Has Made Better / 





\ 


Ss 


QUALITY—that expresses the reason why /} 


SIMONDS CRESCENT GROUND 


MA? 
CROSS-CUT SAWS are the world’s i Ss 
best selling saws. // \ i The demand 


\ is there and 
9 


dealers who 


STEEL—workmanship and me- \ Y 
chanical design are of such high 


carry this line are 
sure to get their 
share of the cross- 


quality that users realizing 
cut saw business. 


this fact prefer Si- 


If you are not now stock- 
MONDS above all ing SIMONDS_ CRES- 

, CENT GROUND CROSS- 
CUT SAWS it will pay you 


to investigate them. 


others. 


You can get prompt service 
from your jobber. Tell him. 


Simonds 


Saw and Steel Co. 


“The Saw Makers” 


\ Established 1832 
ne Hardware Dept. Fitchburg, Mass. . 


. Crescent Ground 
ONDS ont 
SAWS 











ps eal ie af 
Sageee 


78 _ HARDWARE AGE for Ju LY r 26, 








Northwest Reports Good Crop 
Prospects—July Shows Gain 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, July 24.—The promise of a good crop for the entire 
Northwest territory tributary to the Twin Cities continues to be ex- 


tended to the farmers. 


Prospects are very good, although small 


grains are not up to what they should be. While trade was slightly 
depressed in June during the latter part, July shows sings of being 


better than the previous month in some lines. 
usually considered, year for year, 


likely to be dull. 


The two months are 
vacation months, when trade is 


Tourist and vacationist business is good in the Northwest States, 
especially with the Summer White House located within a short drive 
from the Twin Cities, and right near the Twin Ports. 

Prices have altered but very little since last week, only slight 


adjustments being shown. 


AXES.—Sales are fair, with stocks 
ample. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight axes, $16.50; 
double bit base weight, $21.50; Plumbs 
Dreadnaught, single bit, unhandled, 
$15; double bit, $20; handled, single 
bit, $19.25; double bit, $24.25 doz. net. 


AUTOMOBILE TIRES AND TUBES. 
—Demand is steady, with very good 
volume, as this is the harvest season in 
the line. Prices have not changed. 


JOBBERS’ Ae TO RE.- 
TAILERS, F.O.B. TWIN CITIES: 
Mansfield tires, Liberty cord, 30 x 
1%, $6.10; heavy duty oversize, $8.30; 
balloon tires, 27 x 4.40, $8.70; 29 x 4.40, 
$9.15; 30 x 5, $13; 32 x 6, heavy duty, 
$21.10; 32 x 6.20, heavy duty, $24.85 
each, less 5 per cent. Mansfield tubes, 
tan, 30 x 3, single lots, $1.50; case 
lots, (12), $1.40; 32 x 4, single, $2.50; 
case (12), $2.40; 34 x 4%, single, 
$3.10; case (12), $3; gray tubes, bal- 
loon types, 27 x 4.40, $1.80; case (12), 
$1.70; 29 x 4.40, single, $1.85; case 
(12), $1.75; 30 x 5, single, $2.25; case 
(12), 5.18: 32 x 6, single, $3.10; case 
(12), $3; 32 x 6.20, single, $3.50; case 
(12), $3.40 each, less 10 per cent. 


BOLTS.—Demand is steady, with good 
volume. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Carriage and machine bolts, all 
sizes, 60 per cent; stove bolts, 75 per 
cent; and lag screws, 60 per cent 
from standard lists. 


BRADS.—Sales show a fair demand, 
and prices are steady. 


JOBBERS’ re atts pe 3 TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
, Steel wire brads, 75 per cent from 
ists. 


BUILDERS’ HARDWARE.— Deliveries 
in this line are showing a fair volume 
of business. Construction work is in 
full swing, but in the larger cities will 
not total as much possibly as last year. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper 
and dull brass finish, 19c. pair in less 
than case lots, 18c. pair in case lots; 
4 x 4 stel butts, old copper and dull 
brass finish, 26c. pair, less than case 
lots, 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 
dull brass finish, one piece knobs, 
less than case lots, $7 doz. sets, case 
lots, $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylin- 
der brass outside trim, bit-keyed 
front door sets, $1.85 per set; cylinder 





front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges, 3 
in., 62c. doz. pair; 4 in., 78c. doz. pair; 
heavy plain tee hinges, 4 in., $1.06 
doz. pair; 5 in., $1.20 doz. pair; 6 in., 
$1.40 doz. pair; 8 in., $1.95 doz. pair: 
extra heavy plain tee hinges, 4 in., 
$1.28 doz. pair; 5 in., $1.58 doz. pair; 
6 in., $1.89 doz. pair; 8 in., $2.83 doz. 
pair; 10 in., $4.53 doz. pair, net. 


EAVES TROUGH, CONDUCTOR PIPE 
AND ELBOWS.—Sales are good, with 
prices steady. A slight correction is 


made in the price of conductor pipe as! 


quoted. 
JOBBERS’ i al Ps oe 4 TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 
Eaves trough, 28 ga., 5 in., S.B., 
slip joint, in crates, $5. 50 per 100 ft.: 
conductor pipe, 28 ga., 3 in. in crates, 
not nested, $5.40 per 100 ft.; 3 in., 
$1.73 doz. net. 


FILES.—Demand is good, with stocks 
well filled. Prices have not changed. 


JOBBERS’ ry gl ge | TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Nicholson files at 50’ per cent, and 
Riverside files, 60 per cent from lists. 
GALVANIZED WARE.—Demand for 
this line is good, with prices steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Standard 10 qt. gavanized pails at 
$2.55; 12 qt.. $2.70; 14 qt., $3; 16 qt. 
stock pails, $4.70; 18 qt., $5.50; stand- 
ard galvanized tubs, No. 1, $7; No. 
2, $7.90; No. 3, $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No. 2, $14.05; 
No. 3, $15.25 doz, net. 
GLASS AND PUTTY.— Sales are 
steady, but the heavy part of the de- 
mand for spring is past, in a retail 
way. Stocks are kept light, but well 
assorted. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Single and double strength glass, 
Minnesota prices, 86 per cent; and 
strictly pure putty in 50 lb. contain- 
ers, $4.85 cwt., net. 
HAMMERS AND HATCHETS.—Sales 
are good, with stocks well filled. Prices 
have not changed. 
JOBBERS’ Bye TAT ene TO RE- 
TAILERS, F.O.B. Sa CITIES: 
Maydole, No 11% carpenters’ 
hammers, $12.60; Plumb, No. HF81, 
$12.60; Plumb, HF145, $6.12; Plumb, 
No. 2 broad hatchets, $16.40; No. 2 
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shingling, $12.50; No. 2 claw, $13.75 
doz. net. 
HOSE REELS.—Call for this class of 
merchandise is fairly good. Stocks are 
ample for the demand. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Donley All Steel hose reels, No. 2, 
at $2 each net. 


ICE CREAM FREEZERS.—Demand is 
good, with stocks being kept well filled. 


| Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

White Mountain freezers, 2 qt., 
$2.80; 3 qt., $3.38; 4 qt., $4.13; 6 qt., 
$5.25; 8 qt., $6.75 each net. Arctic 
freezers, 2 qt., $2.30; 3 qt., $2.78; 4 
qt., $3.40; 6 qt., $4.30; 8 qt., $5.55; 10 
qt., $7.40; Acme, 2 qt., galvanized, 
75c.; 4 qt., enameled, $1.65 each net. 


LAWN HOSE.—Sales show a very good 
demand in this line. Stocks are still 
well filled, and prices are firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Competition, % in., 3 ply _ hose, 
$6.75; Good Luck, % in., 6 ply, $10; 
Bull Dog, % in., 7 ply, $13.50; Lead- 
er, % in., 5 ply, $8; Manhattan whip- 
cord molded, by, in., 500 ft. bales, 
$8.50; red; % in. 500 ft. bales, $9 per 
100 ft., net. 


LAWN MOWERS.—Demand is very 
good, with well-filled stocks. Prices are 
firm as last quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Philadelphia, style A and C, 40 per 
cent; style E, 45 per cent; style K, 
30-5 per cent from lists. 


NAILS.—Deliveries show a fair volume 
of business in this line. Prices are 
steady at last quotations. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 lb. kegs at 
$3.10 per keg, base. 


OIL STOVES.—Sales are very good, 
with the warmer weather and harvest 
season upon us. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 500 Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213 with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. No. 79, Perfection, with black 
cabinet, $78 each; No. 78 only, $22.50 
each; No. 73 with black cabinet, $29 
each; with a discount of 30 per cent 
in lots of less than ten, and 30-5 per 
cent in lots of ten or more. 


PYREX OVENWARE.—Sales are fair, 
with prices steady. 


JOBBERS’ eg he ae | TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread wane. 60c.; No. 
200 pie plates, 67c.; 209 pie plate s, 
60c.; No. 231 utility “aiikee, 67c.; No. 
12 ‘teapots, $1.67; No. 26 te apots, 
$2.33, and Neo. 953 percolator tops, 
7c. each net. 


REGISTERS.—Sales are good for both 
new work and for alteration and repair 
work. Prices have not changed. = 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Cast iron re gisters, 20 per cent and 


wrought steel registers, 40 per cent 
from lists. 
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No. 50 Trolley Barn Door Hanger 


These Barn Door 
Hanger Sets are 
Designed Right! 


biped is the reason for their popularity with hard- 


ware dealers and the trade. 


Sales and Profits 


are stimulated when you carry merchandise of 


Natienal 


design and construction, because they combine all the 
virtues of a first class product—quality material, correct 
design and smooth operation. 


The No. 50 Trolley Barn Door Hanger featured carries wheels of pressed steel 
with large roller bearings and a rigid, embossed drop strap of heavy gauge steel. 


Equal weight is carried on all four wheels by an equalizing device. The hanger 
has both lateral and vertical adjustments which are easily made with a wrench fur- 


No. 51 Trolley Rail 


nished with each hanger. 


The No. 51 Trolley Rail made of heavy 
gauge steel provides an even, perfect 
tread for the hanger wheels. The rail 
is made in 4-, 6-, 8-, 9- and 10-foot 
lengths. 


The No. F-51 Brackets placed two 
feet apart are used to hang the rail 
while a special type, No. G-51 Joint 
Splice Bracket, is provided for a 
positive method of securely joining 
the No. 51 Rail sections into one 
continuous length. 


No. F-51 Bracket 


No. G-51 Brackét 


This item of builders’ hardware is steadily in demand and if your busi- 
ness is built upon selling your trade merchandise that promotes good 
will and repeat orders you had better stock up on these sets NOW! 


National Manufacturing Company 


STERLING 


ILLINOIS 


Write today and order by number, our prompt shipping service will please you 
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ROPE.—Demand is good for certain | 
sizes. Stocks are well filled and prices | 
are firm. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
test grade manila rope at 23c. per 
Ib., base, and best grade sisal rope 
at 17c. per Ib., base. 
SANDPAPER.—Demand is very good, | 
. ~ . | 
with stocks well filled. Prices have not 
changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 


No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 
SANITARY PRODUCTS. — Sales in 


this line are steady, and show a very 
good demand, especially in the house- 
hold articles. Prices have not changed. 


JOBEERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; some, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 02. size, 
$3.60 per doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots, $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Jb. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz, 

Chaco boiler liquid, single quarts, 
$2.50; half doz. quantity, $2 per qt. 
and doz. quantity, $1.75 per qt. 

Hercules tile and porcelain cleaner, 

2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
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Stop Leak, 8 oz. cans, 1, 2 and 3 doz. 
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cans to the carton, $4.50 doz.; Hercu- 
les boiler compound, qt. cans, $2 each. 
Economy Plumber drain pipe cleaner, 
1 lb. cans, $2 per doz.; 2 lb. cans, 
$3.90. The 1 lb. size is packed in 1, 2 
and 3 doz. to the carton, and the 2 Ib. 
size is packed 1 and 2 doz. to the 
carton. 
SASH CORD AND WEIGHTS.—Call | 
for this line is fair, with stocks ample | 
for the demand. Prices of cord are un- 
changed, but sash weight price is al- 
tered. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Silver Lake sash cord, No. 8 (base), 
63c.; Red Seal, No. 8, 34c., and Green 
Seal, 32c. Ib., net. Cast iron sash 
weights, $2.00 cwt. net. 


SCREEN DOORS AND WINDOWS.— 
Sales are very good and prices firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Common screen doors, 2-8 x 6-8, 
$1.70; fancy, 2-8 x 6-8, $2.05 each, 
net. Continental extension window 
screens, 24 in., $9.75; Wabash exten- 
sion, 24 in., $5.60 doz., net. 

SCREWS.—Volume of trade in this line 
is good. Stocks are well filled, and 
prices unchanged. 

JOBBERS’ i al ae | TO RE- 
TAILERS, F.O TWIN CITIES: 

Flat head Wright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
flat head brass, 45 per cent from new 
lists. 

SOLDER.—Deliveries are good, with 
stocks well filled. Prices have not 
changed. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. TWIN CITIES: 

Strictly half and half solder at 32c. 
and warranted half and half solder 
at 33c. a Ib. in 100-lb. boxes, net. 

STEEL SHEETS.—Demand is _ good, 
and prices are steady as last quoted. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.). 

TIN.—Call for tin is good. Roofing 
work and other construction work is at 
full swing. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 








Furnace coke tin, ICL, 20 x 2s, 
$14.50 box, and roofing tin, IC, 20 x 
28, 8 Ib. coating, $15.50 box, net. 


WIRE.—Sales are steady, although 
fence wire sales are waiting the com- 
pletion of harvest operations. Stocks 
are well filled, and prices are steady. 


JOBBERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. TWIN CITIES: 
Galvanized cattle barbed wire, $3.05 

per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, $2.97 
per 80-rod spool, painted hog barbed 
wire, $3.18 per 80-rod spool. No. 9 
(base) smooth galvanized wire, $3.55 
cwt.; No. 9 (base), smooth  biack 
wire. $3.10 cwt. 

WIRE CLOTH.—Demand is good, and 

stocks are kept in assortment, with an 

eye to the end of the season. Prices 

show no change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

12 x 12 mesh black, $1.80, and 12 
x 12 mesh aluminum finish, $2.20 per 
100 sq. ft. base, net. 


WHEELBARROWS.—Sales are fair, 
with ample stocks on hand. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and 
Meteor, fully bolted, barrel type tray, 
$34.50 doz., net. No. 2T tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each, net. 


WRENCHES.—Call is 
good volume of sales. 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent, and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.06; 15 in., $2.75 each, net. 
Snap-on Wrenches.—Radio and elec- 
trical sets in metal cases, $2.75; No. 
101, Master Service Set, $13.75; No. 
202, Heavy Duty Set, $3.80; No. 404, 
Flexible Socket Set, $8; No. 608, 
Crankcase Drain Plug Socket, $3.20; 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant ‘Snap-on’ with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 





steady, with 
Prices show no 


News Notes From Washington, D. C. 


(Washington Bureau of HARDWARE AGE) 


Considerable gain during the first | 


three months of 1928 was shown in ex- 
ports of hardware and allied products 
from the United States when compared 
with the corresponding period of last 
year, the values being $17,629,930 and 
$16,147,989, an increase of $1,481,941, 
according to the Iron and Steel Division, 
Department of Commerce. Increases 
were made in all groups except lamps 
and lanterns, the latter having declined 








from $602,866 in the first quarter of | 


1927 to $579,176 during the first three 
months of the present year. Particu- 
lar increases were made in shipments of 
hand tools, which increased from $4,- 


707,538 in the 1927 quarter to $4,991,- | 


774 in the first quarter of 1928. The in- 
crease in stoves and furnaces was from 


| 


$944,624 to $1,325,703; in abrasives 
from $1,527,860 to $1,921,415 and in 
plumbing fixtures from $669,850 to 
733,509. 


a ee 


The lengthening shadow cast by the | 


anti-trust laws upon the horizon of 
business is sharing conspicuously in the 
discussion of national economic affairs 
by business executives from all sections 


of the country at the annual meeting | 


here this week of the Chamber of Com- 
merce of the United States. Whether 
restrictive legislation of this kind has 


become, with the changing economic | 


conditions, as much of an obstacle to 


good business enterprise as a check | 
upon bad, is a question for which an | 


answer is being sought. 
Strawn, president of the American Bar 


Silas H. | 


| 


Association and an equally conspicuous 
figure in the business world, will deal 
with the subject “Anti-Trust Law Re- 
straints on Teamwork.” William E. 
Humphrey, chairman of the Federal 
Trade Commission, will bring up other 
phases of the question as disclosed in 
the work of the Commission, and Chris- 
tie Benet, general counsel of the Inter- 
state Cotton Seed Crushers’ Associa- 
tion, will present the problem from a 
more intimate business viewpoint in his 
discussion of the forestalling and han- 
dling of trade disputes. What business 
through organized effort can do to bring 
about sound legislation which will ad- 
vance rather than retard economic de- 
velopment, will be uggeted by Benja- 
min Loring Young of Boston. 


Reading matter continued on page 82 
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Reasons a you should stock 
the complete “CRONK” line 


The Cronk line of hardware products in- 
cludes a full assortment of items popular 
in homes and commercial use. It is a line 
positively guaranteed against defective 
workmanship and materials. The trim- 
ness and practicability of designs give 
each item just the qualities that make 
sales. 





LITTLE WONDER Cae i The Cronk line is doubly desirable be- 
a cause—back of it is a company whose sole 
purpose is the production of tools of the 
highest quality that can still be sold at 
moderate prices. 


This high-quality-moderate-price combi- 
nation was achieved by adding quantity 
production to quality—which produced a 
line that is profitable for any store to 
handle. 


You will like our modern merchandising 
methods. Write for catalog. Your Job- 
ber will quote. 








The Cronk & Carrier Mfg. Co. 
Montour Falls, N. Y. 


yi) i Manufacturers of: 


Below is 4 CRONK 


our line in 


part: : P OTTER 
Pliers SWINEFORD PRODUCTS 


Garden 
Tools 


Garden 











Sets 


Pruning 
Shears 


Pulleys 


Snow 
Shovels 


Snow 
Pushers 


Mop 
Wringers 


Clothes 
Line 
Props 


Steel 
Goods 


;, a 


CRONK .. TOOLS 


There is a Cronk Tool <> for Every Requirement 
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Hot off the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a 
contemporary puts it: “Some of them \ 
have been copied, the rest will be.” 












Dealer—Scmebody stole three sets of | “Have you much room in your new “But we were only fifteen minutes gct- 
harness out of my store.” | flat?” ting here!” expostulated the passenger. 

Policeman—“Did the thief leave any “Mercy, no! My kitchen and dining | “I don’t give a hang about that,” snarled 
traces ?” | room are so small I have to use condensed | the taxi driver. “The meter says we've 

Dealer—“No, he took the traces, too!” | milk.” | come twenty miles. Now, you fork over!” 


“All right,” assented the passenger, pay- 
c - ae _ | ing. “Now get ready to come with me 

‘But, surely, urged Jones, “seeing is | for driving eighty miles an hour. I'm a 
believing. speed cop.” 

“Not necessarily,” replied Brown. “For 
instance, I see you every day.” 


A Pittsburgh woman admits that, to her, 
among all delightful sounds, the sound of 
somebody else doing to dishes ranks among 
the highest. 


Teacher—*Now suppose I am leaving 
: ; ; ; the school and a man comes up to me, 

Father (after half an hour’s search )— | Stranger—“Do you have to see a doctor | gives me a blow which knocks me down 
“Do you know what I have done with my ! and my head strikes the pavement with 
box of nails, Bobby ? , great force and I am killed. What is the 

Bobby —“Yes, father. : ae consequence 2” 

“Well, what have | done with them —_—_—_—~ Pause. Finally a scholar rises and says: 

You've lost ‘em! “We should have a holiday!” 


before you get liquor in this town?” 
| Native—“No, afterward.” 


Interne—“Temperature! What makes 
you think the new patient’s name is Tem- | 
“Modern kissin’ ain't no worse than | perature?” 


| 
cd holdin’ hands used to be. It ain’t what Janitor—“‘Why, this mawnin’ at his bed- | “T had to be away from school vester- 
you do that counts, but the way it makes | side Ah distinctly heard de doctor say, | day,” said Tommy. — 
you feel.” ‘Hi, Temperature’; and dis evening Ah | “You must bring an excuse,” said the 
—— hears him say, ‘Lo, Temperature.’ ” | teacher. 


“Who from?” 
“Your father.” 
“He ain’t no good at makin’ excuses. 


Hazel—“Where have you been?” 
Lillian—“‘In the hospital getting cen- 


sored.” , Telephone Operator—‘“} have your party. hia ictielaan: (hee cnet ian” 
Hazel—"Censored 7” Deposit five cents, please.” oy aan <u : 
Lillian “Yes, : I had several important Souse at Pay Station—“Whatzzat 2” 

ietiaees Operator—“Please deposit your money.” | 


Souse—“Listen, girlie, wat I wan’s a 
conversash’n from a fren’, not financial 
advice from a stranger.” 


Gym Teacher (to girls) —“Lots of girls 
use dumbbells to get color in their cheeks.” 


Tommy—"Isn’t ‘wholesome’ a funny 














word, father ?” | Bright One—“And lots of girls use color 
Father—“What's funny about it?” ee. | in their cheeks to get dumbbells.” 
Tommy—“Why, take away the whole | 
of it, and you have some left. The minister called at the Jones home | 
paecinines one Sunday afternoon, and little Willie 
“4 answered the bell. | A Scottish farmer, being elected to the 
' Jack—“I'm going to kiss you when we “Pa ain't home,” he announced. “He | school board, visited the village school and 
a get to the end of the road.” | went over to the golf club.” tested the intelligence of the class by the 
‘e Grace—“Don’t you think that’s going a The ministers brow darkened, and Willie question : 
\ bit too far?” hastened to explain: | Now, boys, om any of you tell me 
3 ear “Oh, he ain’t gonna play any golf. Not | what naething is?” ; } 
> on Sunday. He just went over for a few | After a moment’s silence a small boy ™ 
Dean— he > yom meee whe 5 ami highballs and a litte stud poker.” | a back seat arose. r 
: Stude—“No, sir, but if you can remem- | “It’s what ye gi’d me the other day for | 
t ber your address I'll take you home. eee as | holding yer horse.” 
| “What kind of a dog is that?” | 
¢ Stranded Motorist—“Say, do you know “He’s an air-tight dog.” ie 
anything about automobiles?” “Whatta ya mean, air-tight >” “Watch out, Yap! Don't strike a match 
a Suburbanite—“Sure! That’s why I am “His mother was an Airedale and his | on the gas tank.” 
“a riding the street cars.” father was a Scotch terrier.” “It’s all right; this is a safety m itch.” 
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Notice of 
Patent Acquisition 


The ELECTRIC SPRAYIT CO.,Inc., 
now owns and controls strong 
and broad patents covering hand 
portable electric spraying de- 
vices of practically any design 
and construction conceivable. 


We intend to protect jobbers, 
dealers and users of the Elec- 
tric Sprayit. In justice to our 
customers and ourselves, we will 
vigorously prosecute any and 
all infringements of our rights. 


With leadership there goes 
an equal share of responsibility. 


We have met this responsibil- 


ity by producing three distinct 

types of Electric Sprayits—for 

professional work, for general 

utility use and for the home. 

Full particulars regarding these 

products will be gladly sent to 
those interested. 


THE ELECTRIC SPRAYIT CO., Inc. 
1208 E. Colfax Ave. South Bend, Indiana 


SP 
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The New Superior Model 


Rotary Compressor Type 


For fine professional work, such as one coat 
enamel on fixtures or in automobile and cab- 
inet work where job is rubbed between coats. 


Price, $39.50 


Improved Master Model 


For general utility use, such as walls, radia- 
tors, lacquered furniture, to touch-up cars, etc. 


Price, $34.50 | 


The Sprayit 
Vacuum Cleaner Attachment 


For general home use. Sprays all finishes as 
well as disinfectants and insecticides. The 
only sptayer vacuum cleaner attachment that 
can use the principle, design and construction 
of the broadly patented Improved Master 
Model. No one can copy the exclusive feat- 
ures that bring such superior results. 


Price, $4.95 
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CLOTH WINDOW VENTILATOR 


September—a good time to sell Diamond 
“E” Adjustable Cloth Window Venti- 
lators—is only a month away. Be 
ready with all 8 popular sizes. 
Retail at 55c. to $1.05. 








FROM 
YOUR JOBBER 





SWEDISH 
CIRCULAR CUT FILES 


made in Sweden—are fully guaranteed 
These files are produced from 
the finest Swedish charcoal 
steel. They are reliable and 
worthy of the utmost 
confidence owing to 













Flexible Blades 

ma. FF their sharpness, 

Bastard endurance, and 

cireular Cut uniformity of 
temper. 


We carry a full line of files, 
chisels and pliers. 


Write for catalogue. 


SCANDINAVIAN WESTERN IMPORTING CO., Ltd. 
107-109 Lafayette St., New York, N. Y. 
Minneapolis, Minn. 304 Railway Exchange Bidg., Seattie, Wash. Montreal, Can. 
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The outstanding 
specialty in the 
paint business 


DUCO 


Made only by du Pont 


E. I. du Pont de Nemours & Co., Inc. 
Independence Square, Phila., Pa. 


([pscop) 
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‘“*Fresh Air—Everywhere’’ 


ITHOUT 
t 
Pa i Exclusive V-W pat- 
ents mean better 
ventilation with 


more protection. 


Voivery Window 
Every Window 
Everywhere 











Let us prove that the V-W 
vertical louvers give better 
ventilation without dirt, 
draughts, rain and snow. 


Write for Information 








The V-W Ventilator Co., 2881 A. I. U. Bldg., Columbus, O. 
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Six Reasons Why This Is a Good 
Paint Window 


(Continued from page 54) 


today” or “Let the laundry do your washing. Save your 
health.” A little psychology or a touch of human inter- 
est can be added to a show window with profitable re- 
sults. In this window, it is not overlooked and not over- 
stressed. A good plan to follow. 

To sum up—paint covers such a tremendous field that 
the possibilities for window displaying it effectively are 
many, and the hardware dealer who gets away from the 
usual paint can display is taking a long stride toward 
bigger and better sales of all kinds of paint and paint- 
| ing equipment. The display was made by the Clark 
Hardware Co., Elizabeth, N. J. 





| uel 


Educational Display Established 
Name of Product 


(Continued from page 55) 


a very fair proportion of them became interested and 
read the descriptive cards. It did not, of course, start a 
sales rush for white lead. 
After the display, however, the salespeople noted that 
a larger proportion of the customers asked for white 
lead by the brand name. Conversation with some of 
| these customers indicate that the educational exhibit had 
convinced them that Eagle white lead was carefully 
made and so that was the kind they wanted. So it is 
more or less sound reasoning to conclude that if the 
name of the brand was fixed in their minds, the name 
and location of the store also gained a place. 


How Color Captured Kansas City 
(Continued from page 53) 


pressing iron with the pretty pink cords, he just sniffs 
at them. 

,“Funny, too, for the other night he won a scarlet- 
legged table at a bridge party, and he is down here to- 
day trying to find an electric cigar lighter to match it. 
He has a red razor strop, too, but I make him keep it 
out of sight in the bath cabinet, for it does not go well 
with my lovely old rose bathroom.” 


“Another woman who did a good job,” said the dem- 
onstrator,”’ was a little short of money for house fur- 
nishings, and she likes a comfortable-looking home. So 
she took the big wicker rockers that had done service on 
the porch all summer and painted them with bamboo 
lacquer. It required three coats to cover the porch 
green, but when they were completed they matched the 
other furniture in the large bedroom. 

“This spring she painted them and the porch swing 

| and put them back into outdoor service.” 


Using clothespins for drape holders was a new one tO 
the house-furnishing department, but you may depeo 
upon it that the idea was not allowed to go to waste. 
3efore night all of the colored drapes in the department 

| were caught back with colored clothespins, and now 
' women of other parts of town are buying them. 


a 
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Previous to this suggestion, about the only sale of 
colored clothespins had been for the room sets in which 
a colored line, and some colored clothespins are packed 
in a colored tin box for use in hotel rooms or the bache- 
lor quarters of the business rooms. These were popular 
as gilts. 

























Decalcomanias add a spirit of adventure to painting 
experiences. People seem to love to work with them, 
just as they played with them when they were children, 
but they add some grief to the demonstrator’s work, as 
many of the learners fail to get them straight or in the 
right place. Some of the women get the idea, place them 
properly, and then have the knack of touching them up 
with oil paints. 

One of the promising pupils in a recent demonstration 
was a young man who has his own apartment, and a 
painter asked $40 to refinish his furniture, which was 
substantial but dingy looking. He came to the demon- 
stration and figured with the woman in charge. The 
conclusion was that he could do the job for about $6, 
including brushes, transfers and paints. So he sat in the 
demonstrations, and despite the fact that he had never 
done any painting, he caught the idea and did a very 
good job on his furniture. He brought one of his chairs 
to the demonstration to practise on. He even got the 
modern idea so strongly that he took the mirror from 
his dresser and hung it with tasseled cords. 






























“T want a bright orange ice pick,” announced a woman 
in a hardware store. The clerks were rather dismayed. 
They had no ice picks with orange handles. Then some- 
one asked her, “Why orange?” 

“The ice man carries away my ice pick so often,” she 
replied, “that I want one with a bright, unusual handle, 
so when he takes it he will know it does not belong to 
him. I really do not believe he is dishonest.” 

That explanation eased the situation and she was 
given her choice of any of the ice picks with red, green, 
blue or yellow handles. These had been just ordinary 
ice picks, but one of the clerks had dipped the handles 
to meet the demand for colors. | 








Each lock equipped with three keys. 





“Painted shoes in the show windows attract much at- 
tention and have held a continued interest. There are 


This handsome Steel Panel, in red enamel, will 


always girls who have not thought about painting old | materially assist in increasing your Padlock sales. > 
shoes to match new party dresses. We sell the girls a || It is equipped with easel, to stand on counter or 
one-fourth pint of lacquer and a brush. Some buy cans | | show case, or may be hung on the shelving. : 
of different colors to have them on hand. These novelty Assortment consists of two each of sit of our best 
sales are an excellent advertisement for our store,” said selling Cast Brass Padlocks, retailing at from 50 to 


a paint salesman. ‘‘Also the girls often get the idea 
of painting other things. But the best part of it is that List Price, Complete $8.00 each. 

these young women get the idea that this is an up-to- Ask us or your jobber for further information. 
date store.” f 


The Eagle Quality Line 


85 cents each. 























Playground instructors, trade and grade school teach- 











ers, have brought their classes in to hear about paint. Night Latches Cabinet Locks 
Special demonstrations are arranged for them. One class Trunk Locks Store Door Sets 
came from the sub-normal school. This experience was Front Door Sets Padlocks 
rather a trying one, but two boys especially got the | Wood Screws y 
idea. ; ne day later they came in with two handwoven | 
Tugs they had made in school, and asked the demon- ; 
strator which she thought was the prettiest. After she Eagle Lock Co. 
had made a choice, they presented her with the rug. General Sales Offices 
There are many discouraging experiences with men | "0.4U-6PAT.or 26 Warren St. New York peomuserat.om. 
and women who have no taste for color, no idea of the Branches—521 Commerce St., Philadelphia, Pa. 
technic, and refuse to learn (for a time) the difference te bay ly Hil. 7 
between the different kinds of paint, thinners, etc., but Wane a aki“ sagy tenon Soogga 
all of this seems trivial when some dull pupil does get 
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|the idea and goes ahead, and even does a good job 9 


e 
American Steel & Wire | antiquing and other novel stunts. 
Company shoes: 


! 
The prize merchandising story told by Kansas City 

















| sales people who are putting over color in the kitchen is 
[) | told by Mr. Stevens. 
| “A woman came in the other day carrying a broom 
| with a green handle—a regular Kelly green. She said: 
- | “I just love this color and I want a range to match 
| 


this lovely shade.’ 





admitted that she had been ‘all over town’ trying to get 


« 








\ 


| “We had no ranges with that color enamel and she 
| 
/one and was getting rather discouraged. 

|few minutes with the handle painted to match our 


istoves. She brought the broom in rather apologeti- 
cally and offered to restore the original color if the 








twist, extra heavy galvanizing 


| “Finally one of the paint demonstrators asked the 
| woman to let her have the broom, and returned in a 


| woman wanted her to. 

“The upshot of the situation was that we sold the 
range, for the new green on the broom handle proved 
to be very satisfactory. 

“The incident seems rather absurd now, but it was 
good for a $150 sale.” 


Everybody’s Business 


(Continued from page 47) 


berless corporations have been sacrificed on the altar of 
an abnormal ambition to attract the spotlight ? 


Millions of farmers know that 

Barb Wire, made by the Ameri- 

can Steel & Wire Company, : 

stands supreme in tensile strength, 

quality of steel, regularity of ous unbalance in industry and that the profits of num- 


and firmness of barbs. 


The following brands are busi- 
ness builders for dealers: 
Baker Perfect Ellwood Junior 
Waukegan American Special 
Ellwood Glidden American Glidden 


Lyman Four Point 
Write for catalogue and prices 


When some new invention or change of fashion 
throws thousands out of employment in the United 
States, we are without any effective plan for starting 
new economic forces to employ the idle labor in the use- 
ful service of still further supplying human wants. The 
father of a family breaks the law and is thrown into 
jail where he must remain idle while those dependent 
upon him face starvation in the interim. Practices no 
less absurd surround us on every side. 

,No matter how splendid a man’s record may be, re- 
newed employment is now almost impossible when his 
hair has turned gray. Maturity is quickly relegated to 
the sidelines. A survey of employment agencies showed 
that seven employers out of 10 will not consider a man 
over 45 or a woman over 38. Business promptly ac- 
cepted the fallacious idea of the eminent Dr. Osler that 
the world’s work is being accomplished by people be- 
tween the ages of 25 and 40. 

Before deciding to administer an overdose of chloro- 
form to all citizens past 50, we might recall that many 
of our most remarkable achievements have been wrought 
by men and women of three score or more. — Goethe, 
Galileo, Herbert Spencer, Bancroft and Verdi produced 
their masterpieces between the ages of 70 and 85. Jo- 
seph Jefferson was still a great actor at 75, and Handel 
wrote one of his immortal oratorios at that same age. 
Hindenburg is President of Germany at 81 ; Clemenceau 
is still a factor at 87; Balfour is going strong at 90; 
George F. Baker does a day’s work at 88; Elihu Root 
prepares elaborate briefs at 83, and Edison at 81 is ac- 
tively engaged in research for a source of artificial rub- 
ber. ee 
The situation is far from satisfactory in any land 


American Steel & Wire Company when stored-up human values are scrapped prematurely 


dailies Offices: Chicago, New York, Boston, Atlanta, 


Cleveland, Worcester, Philadelphia, Pittsburgh. 
Buffalo, Detroit, Cincinnati, Baltimore, Wilkes-Barre, 
t. Louis, Kansas City, Minneapolis, St. Paul 


Birmingham, . a x Ee 
because of the ridiculous notion that mental activits 


goes backward instead of forward after the age of 4°. 


) , , ~ ° 
Oklahoma City, Memphis, Dallas, Denver, Salt Lake City, Can we never find a way to achieve progress except at 


San Francisco, *Los Angeles, *Portland, *Seattle, 


*United States Steel Products Co. 





the expense of certain elements in the community ? What 
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is the use of trying to prolong the span of life if in- 
dividual usefulness is to be brought to an untimely end? 

And speaking of shortcoming, what about our pre- 
ventable fire losses that reach an annual total sufficient 
to maintain and operate our navy for four years, or 
build enough homes to shelter 490,000 people? Every 
minute of the day and night in America somebody’s 
home or place of business is being burned. The result 
is a yearly loss of 15,000 lives and $562,000,000 in prop- 
erty. Right here let us note that $11,000,000,000 must 
be put to work at five per cent interest in order to fi- 
nance this national bonfire. Where could there be more 
concrete evidence of our indifference to primary defi- 
ciencies and our refusal to submit to any authority ex- 
cept our own captious will? 

We spend more money for paint to keep things from 
rusting than is contributed to all of our educational 
and research institutions eombined. Tens of thousands 
of tons of steel in building and machines are consumed 
each year by the flameless fire of rust, which studies of 
new alloys might prevent. And as for our care of that 
most important of all machines—the human body—suf- 
fice it to say that two per cent of our entire population 
are incapacitated by illness all the time, while more than 
half of our people are suffering from some kind of ail- 
ment every day in the year. 

Our inventors are completing the work of civilization 
where politics dropped it. We patronize the arts of 
the world generously. Psychology has laid out a new 
foundation for thought and given us a fresh view of 
the human being from within. We have typified the 
spirit of service to mankind through the efficient use of 
machines. But our progress has been relatively unim- 
portant when compared to the advances that must be 
made in order to free life of its major miseries and 
safeguard busihess against endless dangers. 

Things are not right so long as we have a distressing 
unbalance in industry, wide unemployment and poverty 
in the midst of so-called prosperity, rebellion against 
law, near anarchy on thousands of farms, a daily doc- 
tor’s bill amounting to $1,600,000, and loan sharks who 
charge interest rates as high as 1000 per cent, permit- 
ting them to steal $20,000,000 in 12 months from the 
poor of a single great city. 

What we must get knocked into our minds is that 
business in America is still nothing more than a crude 
art. We only fool ourselves when we speak of it as 
having become an organized profession. If this were 
not so we would long ago have cast aside the absurd 
policy of “volume at any cost.” Nothing is more plain 
right now than that efficient systems for getting goods 
consumed must be added to efficient systems for getting 
goods produced. Practically all of our expansions of 
money in circulation by means of bank loans have been 
on the producer side, and what is needed on various oc- 
casions to prevent a fall in the price level is an increase 
in consumer money. Here we have a primary problem 
that can only be solved by finding a way for the Federal 
Reserve system to finance consumption as well as pro- 
duction. 

To hear a lot of our people talk at the present time, one 
would be led to believe that American brains and Yankee 
ingenuity had suddenly transformed the world from a 
state of barbarism to a condition of perfection, leaving 
little to be desired. Such a nonsensical notion hurts more 
than it helps. Business in our land is not out of the 
woods by any means. Not every difficulty can be solved 
by putting through a “merger.” With practically all 
torms of industry having become interrelated, none can 
oa and none can suffer without eventually affecting 
others, 












































As if 
an invisible person 


closed the door 


HEN your customer appreciates the civilized 

peace of modern homes and offices—free from 
banging, slamming doors—-the quiet service of 
Rixson Single Acting Floor Checks will swing 
the sale. In them is combined the unobtrusive 
action of a discreet servant, and the certain effi- 
ciency of a good machine working year after year 
without thought or attention. ; . 
No. 18 Floor Check is designed for inside doors 
where the larger Rixson Checks cannot be used. 
This is the offset type which permits full opening 
of the door to 180 degrees, but closes it gently 
from any position. ‘ 
No. 18% is identical except that it has a centering 
arm and pivot for doors where the full opening 
offset type is not required. Both are made with 
the mechanical excellence that is the foundation 
of the Rixson reputation for dependable builders’ 
hardware. Write for circular giving full details. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Ave. Chicago, III. 
New York Office, 101 Park Ave., N. Y. C. 
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Builders’ Hardware 


Adjustable Ball Hinges 
Casement Operators 
Concealed Transom Operators 


Casement Hinges 
Door Stays and Holders 


Overhead Doer Checks 
Floor Checks, Single & Double 


cting 
Olive Knuckle Hinges 
Friction Hinges 
Butts, Pivots and Bolts 





\} Rebound 


Positive 


No. 18 and 184 xn. Floor Check 
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AMYE RS ware SeSTEns 
“ Famp Fresh Water Direct 


from Well or Cistern to 
Taps orFaucets 


When you analyze the possibilities for water system 
sales and installations in your community you will re- 
alize the value to your business of a complete line of 
water systems like the MYERS, with styles and sizes up 
to ten thousand gallons capacity per hour. Homes, 
farms and country estates—summer cottages, lodges, 
camps, parks and pleasure resorts—hotels and golf 
courses—laundries, creameries and dairies—centralized 
schools, colleges, churches, hos- 
pitals, public and private institu- 
tions—villages or groups of homes 
in small towns—all or a part as 
you may choose are within the 
range of prospects which can be 
served satisfactorily by the dealer 
who sells Myers Water Systems. 
Write or wire. 
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Waren Sevens nav “MAY and GRAIN UNLOADING TOOLS aie! . FACTORY 








He Advertised in the Right Medium 


This man wanted to represent a good hardware manu- 
facturer—he told his story in the Classified Opportunities 
Section of Hardware Age— 

A nationally known company replied to his advertisement 
and he secured a desirable position through advertising in 
the right medium. 

Hardware Age is noted for quick results—try it—send 


your ad to— 
Classified Opportunities Dept. A 


Hardware Age 239 W. 39th St., New York 


























